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NPA Approves 


Reorganization 
and PR Program 


Directors Under Fuller 
Will Choose Paid 
President and V.P.s 


SprRInG Lake, N. J.—The Na- 
tional Publishers Association, in 
28th annual meeting here Sept. 
8-9, approved in its entirety a re- 
organization and expansion pro- 
gram presented by Walter D. 
Fuller, Curtis Publishing Com- 
pany, president, and based on re- 
ports of several survey committees 

The suggestion that the Depart-| (AA, Aug. 25). 
ment of Justice might be inter-| Under the plan Mr. Fuller was 
ested in the 15% agency commis-|€lected chairman of the board, 
sion just goes to show you that | and a paid president and three 
the importance of recognition by | Paid vice - presidents will be 
media hasn’t yet been recognized | gp es Misa Rescorcl = y! hat 
ei > gene |E. Winger, Crowell-Collier; W. H. 

“No designer would dream of | Eaton, American Home, and Gard- 
dictating to the American woman,” | * 2 tens ee ; 
the Hecht Company assures its | rthur 5. Moore o ears 
customers. It isn’t aie ceatgnat, | aan nes ee ge gr 
it’s all of ’em, the gals are|and Ford Stewart, Christian Her- 
afraid of. : | ald, was elected secretary, replac- 

* ing F. L. Wurzburg, Conde Nast 

Rough Proofs’ rule against puns | Publications, who retired after 23 
was dropped to admit this contrib: | years in this post, because of ill 

They laughed when Nancy sat | health. 
down to do her first shopping No candidates for the new paid 


Rough Proofs 


F. W. Specht, president of Ar- 
mour, says our biggest industry is 
the American kitchen, and hus- 
bands who have been trained to 
help with the dishwashing chores 
are ready to agree. 

vvyY 

Jimmy James says the listen- 
ability of the four major networks 
is about equal. All that means is 
that if the talent has the ability, 
the audience will listen. 

,=s 9 

Schaefer’s beer uses Hoagy Car- 
michael in a testimonial ad, and 
identifies him as the composer of 
“Star Dust.” And you can’t blame 
them much for not featuring his 
famous composition, ‘Buttermilk 
Sky.” 


= FF 


column, but now not even the/ executive posts have yet been for- 
haughtiest space buyer would/|mally suggested. 
Sasser. 


Changes Name 


The name of the NPA—which 
embraces business, farm and re- 
ligious papers, as well as maga- 
zines — is being changed to Na- 
tional Association of Magazine 
Publishers. 


>, = FF 
Cosmopolitan says its readers’ 
pooches ride in the best cars and 
eat the best scraps from the table. 
Elmo Roper could probably show 
they disdain anything less than 
Red Heart and Ken-L-Ration. 


2 % : 
The FTDA warns that the No. 2 
complaint of wives is that hus- 
bands forget to send flowers. 
Very interesting, but what’s the 
No. 1 complaint? 


panded three-fold activity by the 
new NAMP under the respective 
new paid vice-presidents: (1) The 
|association’s business activities, 
including circulation; (2) legisla- 
tive’ work, including postal, and 
(3) “promotion of magazines as 
an economic, social and political 
force in America.” 


The Bureau of Advertising in- 
ficted pain on many aggressive 
salesmen when it said that a 
“1,000 line ad possesses for all Mr. Fuller emphasized the 
practical purposes a_ visibility | magazines’ “necessity of selling 
about equal to a full page in|the American public with a tre- 
papers where no size restrictions | mendous public relations pro- 
are imposed.” gram.” He pointed out, however, 


pe JAE ‘that publications which formerly 
London says the National Sav- |made a net of 15% on gross reve- 


ong Committee “plans to step UP! nue now averaged only between 
's efforts to convince Britons of 4 44,4 g%. This, he said, is “des- 
he importance of savings ac-| perately inadequate.” 


unts to the individual and the | On the other hand, Frank Brau- 


+ 


British economy as a whole.” 
Hear, hear! 

vewy 
Pet owners prefer dogs to cats | 


out two to one, reports Ameri- | Abbreviations 


Can Home. 

Somebody ought to tell tabby | 
"s about time to start wagging | 
ner ail, 


(Continued on Page 74) 


cause admen to wonder. 
| See ‘Ad-libbing’, Page 

v v 7 | . 
“What is a profit?” asks the Pa- 12. Other features: 
National Bank of Seattle. 


_Well, it's something the U. S.|,q eine Te Place 70 
s°vernment takes if you have it, Coming Conventions 5 | 
" ‘hat you wish you had if the Department Store Sales 24 
‘eriif takes you. Editorials 12 
vwey | Feature Page 61 

The dealers are singing, “Bring | Getting Personal rane : 
back to Chevrolet,” to cored ba nee a Advertisers je 

ine of “The Road to Mandalay.” pda th aa 73 
‘here a Nelson Eddy in the | Photographic Review 55 

; Rough Proofs | 
Copy Cus. | Voice of the Advertiser 54 


The reorganization involves ex- | 


| cher, president of Magazine Ad-| 


Seagram Combats Liquor: 
Sales Drop with Big Drives 


Industrial Stores 
Urged fo Improve 
Appliance Selling 


NISA Members Hear 
Agency, NRDGA, 


Kroger Executives 


} 
FARNSWORTH'S NEWEST—Full-page | 
newspaper copy in New York and | 
Philadelphia last week introduced the | 
new Farnsworth table model video set | 
to the two eastern television markets. | . 

| CINCINNATI—If industrial stores 

|are to sell electric appliances suc- 
|cessfully, they will have to fol- 
‘low methods of the appliance 
stores strictly in that field, Arthur 
'C. Fatt, executive vice-president, 
|Grey Advertising Agency, New 


(Story on Page 78.) 


Heinz fo Launch 


annual convention here of the Na- 
tional 
tion. 

“Too many industrial stores 
treat their appliance business like 
a stepchild, giving it the poorest 
space, without any merchandising 
or advertising,” Mr. Fatt said. 
“In view of this, the prospects go 
to the regular 
even though they purchase other 
commodities from the industrial 


Industrial Stores Associa- 


Drive for Soups 


PITTsBuRGH—H. J. Heinz Com- 
pany on Oct. 6 will open a sam- 
pling campaign in which it will | 
give away one can of soup to 
housewives who buy three cans. 

To promote its “Buy 3—get one 
free” offer, Heinz will use three 
full-page ads in The American | stores. 
Weekly, Parade and This Week 


. ; “You must change your meth- 
geen gi plnpiestongeed — | ods, get good salesmen and follow 


: | the advertising procedures of the 
newspapers not carrying the | stores whose major business is 
three sections. In all, 296 news-|selling appliances. .. If you are 


papers will promote the drive,|in the appliance business to stay, 
one of the biggest in history for | you must be consistent in your 
soup. advertising. Make it exciting and 
The company for the first time | amusing.” 
|since 1941 is marketing a full line | 
of soups. Its 14 varieties, officials | Gordon K. Creighton, assistant 
|Say, account for about 90% of all | general manager, National Retail 
| types of soup sold. Dry Goods Association, predicted 
| Heinz will also devote its Oc-|that business in soft goods this 
(Continued on Page 76) Page 73) 


Must Keep Prices Level 


(Continued on 
| 
| 


Last Minute News Flashes 


‘Lorenzen & Thompson Enters Radio Field 


| . , . . or 
| CxHicaco—Lorenzen & Thompson, publishers’ representative for 27 


| years, will enter the radio field as a representative, effective Nov. 1. | 


| The trend toward newspaper ownership of radio stations “thas made 
| it advisable” to expand into broadcast advertising representation, 
| L&T declared. James J. Devine, L&T vice-president and former 
| owner of WTMYV, East St. Louis, IJl., will head the radio division. 


Dailies to Promote Log Cabin Syrup 
New YorK—General Foods Corporation will start advertising Log 
| Cabin syrup in each sales district as it completes distribution, with the 
| likely starting date in early October. Newspapers will be used, with 
| initial insertions of 640 and 1,000 lines, and with a copy theme of “Log 
Cabin maple syrup is back.” About five or six weeks after opening, 
the campaign will be intensified with a wider list of newspapers and 
| small space. Benton & Bowles is the agency. 


Chelsea Milling Appoints L. W. Roush Agency 


CHELSEA, Micu.—Chelsea Milling Company, maker of Jiffy prepared 
pastry mixes, has appointed L. W. Roush Company, Detroit and Louis- 
ville, to handle merchandising and advertising of Jiffy pie crust. 
Newspapers, direct mail and point-of-sale displays will be used 


Brazil Nut Association Plans Campaign 


New YorK—Brazil Nut Advertising Fund, an association of import- | 


ers, will start a campaign in large space in October issues of American 
Home, Better Homes & Gardens, Good Housekeeping, Ladies’ Home 
Journal, McCall’s and Woman’s Home Companion, and in Sunday 
magazine sections of 42 large city newspapers, through Charles W. 
Hoyt Company. 

(Additional News Flashes on Page 79) 


Biggest Sampling | York, declared last week at the) 


appliance stores, | 


| Calvert and Carstairs 
_ Expand, as National 
Widens Efforts 


New YorkK—With a backdrop of 
|fair trade laws which it believes 
| will make a great deal of differ- 
‘ence in favor of nationally adver- 
|tised brands, Seagram Distillers 
|Corporation last week was giving 
‘its wholesalers and salesmen a 
‘series of pep talks and readying a 
‘record advertising campaign. 
| Although the first half of 1947 
|was generally marked in the 
| liquor business by declining sales, 
| Victor A. Fischel, vice-president 
and general sales manager of Sea- 
|gram, said that the second half 
|of 1947 might set new sales rec- 
| ords. 

With continuing high taxes on 
liquor, and with new mandatory 
\fair trade laws operating in sev- 
| eral states (AA, Aug. 25), Mr. 
Fischel predicted that liquor re- 
tailers will follow the trend estab- 
lished by other lines and concen- 
trate on fewer brands, and that in 
\a short time perhaps 10 whisky 
| brands will account for 75% of all 
| sales. 


Features Three Products 


Seagram will schedule 230 
|newspapers in 165 markets, and 
}about a dozen magazines, and will 
concentrate on three products: 
|Seagram’s Seven Crown, Ancient 
'Bottle gin and V. O. whisky. 
|’ The sales sessions were con- 
ducted in an atmosphere reminis- 
;cent of a revival meeting and a 
| Knute Rockne between-halves pep 
jtalk. The company had Gardner 
| Displays, Pittsburgh, build a huge 
|display which featured the com- 
|pany’s advertising, gimmicks for 
|the taverns and premiums. Com- 
| plete with rubber talking heads 
(a comparatively unpublicized 
‘branch of Gardner’s business is 
the weekly production of 50,000 
\falsies, or false breasts), the dis- 
play requires two men to operate 
‘and install it, and a baggage car 
to house it on its nine-city tour 
during the next eight weeks. 


Periodically it blared a nifty 
parody of “Buckle Down, Win- 
socki,” which exhorted ‘Buckle 


Down, wholesalers, buckle down”’ 
since “You can go to town if you 
push Seven Crown.” It was not 


Time Capsule Gag: 
P&G's ‘Truth or- 
Pie in the Face’ 


New YorK—Procter & Gamble’s 
“Truth or Consequences” intends 
to be remembered 100 years from 
now—if only by two people. 

In the year 2047 the nearest of 
kin of Mr. and Mrs. C. B. Gage, 
of Parker, Ariz., will inherit $100 
left them in a will drawn up by 
|Emcee Ralph Edwards. 

To come into this inheritance 
on their wedding day, the Gage 
heirs must emulate their an- 
cestors’ action on the NBC audi- 
ence-mauling show. The bride 
{must smack her groom in the face 

with a lemon meringue pie. 
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the only parody employed. When 
the display came to a framed | 
painting of Seagram’s Christmas | 
ad, a voice recited a commercial | 
parody of “The Night before| 
Christmas,” in which a Seagram | 
salesman saves a retailer from 
drab Yuletide sales. 


Show ‘Esquire’ Movie 


In all, the show included the 
motion picture made by Esquire | 
called “Where Do We Go from 
Here?”, a slidefilm prepared by 
Warwick & Legler which stresses 
trading up of the mass market, a 
three-act play prepared by Roy S. 
Durstine, Inc., on how to sell 
whisky to retailers, mechanized 
displays, and a talk on sales train- 
ing by Morris I. Pickus, president 
of Personnel Institute, which 


NOW OVER 


0,00 


CIRCULATION (current averace) 
ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


supervises training of Seagram 
sales and field representatives. 
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Outdoor posters and spectaculars ; about 20%. 


,also are scheduled. 


While Seagram gave its whole- | 


salers a dramatic hypo, one of its 
subsidiaries, Calvert Distillers 


meeting at Montauk Point, N. Y. | 


Calvert will spend 20% more 
for advertising in the fiscal year 
started Aug. 1 than in the pre- 
vious year, setting another new 
record in Calvert’s promotional 
efforts, Edgar E. Guttenberg, ad- 
vertising manager, told the con- 
ference. 


Dailies Upped Most 


The largest part of the increase 
will be in newspapers—for both 
Lord Calvert, through Geyer, 
Newell & Ganger, and for Calvert 
Reserve, through Lennen & Mit- 
chell. For both brands about 250 
newspapers will be used. Calvert 
is scheduling 69 magazines, includ- 
ing titles in groups, for Reserve 
and about 20 for Lord Calvert. 
The Reserve campaign in car 
cards, Mr. Guttenberg said, prob- 
ably will continue to be the “big- 
gest for any single whisky brand.” 


| 


At the same time, 


would boost newspaper linage to|Lennen & Mitchell. Starting Oct. | 


a new high between Sept. 19 and|1, the promotional material will | 


Jan. 1, announcing a harvest spe- be completely installed in three | 
cial for its Carstair’s White Seal. | weeks, will hit package stores and 

G. Allan Reeder, advertising di-| taverns in Connecticut, Delaware, | 
rector, said the company’s spend- | Florida, Maryland, Massachusetts, | 
ing would be greater than in pre- |New Jersey, New York (including | 
war days, when he said the brand | metropolitan New York), Rhode | 


led its price bracket in the 17/|Island and Washington, D. C. | 


eastern seaboard states where it 
sald. NATIONAL DISTILLERS 
Because of its regional con-| WIDENS CAMPAIGNS 
sumption, Carstairs does not use|} New YorKk—JIn addition to a 
magazines, and according to Mr. | $2,000,000 campaign for a new 
Reeder is therefore currently|Mount Vernon blended whisky 
using more newspaper space in its|through Kudner Agency (AA, 
marketing area than its competi-| Aug. 4) National Distillers an- 
tors. nounced last week that the cam- 
The company also will use| paign for PM De Luxe whisky is 
New York subways advertising.|“again setting new records for 
Chary about revealing the budget this brand and is surpassing most 
to be spent in the new promo-| previous campaigns in the liquor 
tional splurge, the company also| industry.” 
declined to set a percentage fig- The PM campaign, through 
ure—but observers guessed that| Lloyd, Chester & Dillingham, in- 
the advertising increase would be'cludes frequent insertions in 


2 out of 3 


Here is a picture that tells the story of auto- 


mobile sales in the eleven Western States. One- 


third of these 


sales is in the six largest cities. 


The other two-thirds? Don’t guess. Guessing 


can be costly. Look at the records. 


More than two cars out of three are sold 


where seven-tenths of the people Jive... in the 


Hometown Daily Newspaper Market. And this 


goes for the sales of other commodities. 


That word, /ive is important. These people 


choose to live 


Over 90% of the 5,687,000 total circulation of all daily newspapers in the eleven Western 
States is confined to the city and the retail trading zones in which they are published. 


away from the big-city centers. 


. 


, other 
S \ readers b 
{ 


The Homet 


t 

te 

= is more oe 
RQ 


. , Newspaper 
own Daily by more 
ily, than a0y 
.dium, and 


See 


are LOST 


| With the advertising, the ey 

Carstairs | pany will start an intensive sales | 

Bros. Distilling Company, a Sea-| promotion drive, centered around | 

- : a. | sram affiliate, announced that it | Whitey, the Carstairs seal, through 
orporation, was holding a sales | 


isign and construction. Th 


| 


And if you choose to know them, you'll have to 
follow them there. 

No better time or place than around the 
breakfast table or under the evening reading 
lamp. And no better way of getting over to 
them the news of your product than through 
their favorite daily newspaper. They all read 
it, believe in it, and buy what it advertises. In 
fact, the Hometown Daily Newspaper is the 
only advertising medium that really covers this 


valuable Hometown Market. 


| Corporation, New York, has an 


| 


|company spokesman said that in 


|facturer to make the decreases. 


Cec THe HOMETOWN DAILY NEWSPAPER oe 


For complete information write to 


Hometown Daily Newspaper Publishers— 625 Market Street, San Francisco 5, California 


WINNER—Francis J. McClernan, win. 
ner of the First Advertising Agency 
Group's Huckster contest, receives his 
$500 prize from Ava Gardner, M-G.\y 
actress of "The Hucksters” film, in Lo 

Angeles. 


newspapers and color pages ; 
magazines with a “regular audj 
ence of approximately 119,000, 
000,” National Distillers said. 
“PM car cards appear befom 
an estimated 209,000,000 ride 
monthly,” it added. Other medi 
include outdoor posters, spectacy 
lars, painted bulletins and railwa 
station dioramas. 


Cory Buys Hil-Lor 

Cory Corporation, Chicago, ha 
acquired the production facilitie 
and all the assets of the Hil-Lo 
Mfg. Company, Chicago, manu 
facturer of electric humidifierg 
The Hil-Lor line is being re-engi 
neered to conform with Cory’ 
Fresh’nd-Aire’s standards of de 


Fresh’nd-Aire trade name will 
used for the new line of humidi 
fiers. Hilmer Johnson, founda 
and president of Hil-Lor, will b 
retained by Cory in an adviso 
capacity. 


Video Set Prices Cut 


United States Television Mfg 


nounced reductions ranging up 
$480 on the $2,000 television re 
ceiver models. The newest sé 
made by the company was re 
duced from $2,245 to $1,795. 


creased sales enabled the manu 


Open Branch Ad Office 


The St. Paul Dispatch and Pio 
neer Press have opened a branc 
advertising office in the Midwa 
district of St. Paul to handle bot 
display and classified advertising 


COOPERATION 
CUTS COSTS 


Effective advertising is the re- 
sult of true collaboration be- 
tween agency and advertiser 
It is based on the willingness 
of the advertiser to acquaint 
the agency with full know! 
edge of policy and plans 10 
products, sales, and public re- 
lations. Without it the agenc 
is groping in the dark, the 
vertiser merely playing with 4 
powerful selling-tool. 


Our successes have been 
based on full cooperation De 


tween us and the client. /ney 

make us a growing business 
. Moving to new and! 

larger quarters May | 


Same building, same 
phone, Murray Hill 3-576 


IT DOESN‘’T PAY 
TO ADVERTISE 
unless you do it right! 


JOHN MATHER LUPTON 


Co., Inc. «ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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R LUPTON 
VERTISING 


SUILDING 
N.Y. 


f Seat 


HoME is one way of saying customers. And today Los 
Angeles County leads the nation in home building. Already 
the assessed valuation in the county has jumped a 


golden $1,032,824,740 from 1940 to *47. 


Your. key to the thousands of new homes (and new customers) 
in America’s Third Largest Market is the Times. It is 


delivered to more homes than any other newspaper in the west. 


NOTE: Due to the newsprint shortage and our primary obligation to supply a 


complete summary of news to our readers—we continue to ration advertising space. 


& 


ANGELES 


CIRCULATION—Publisher’s statement for three months 
ending March 31, 1947: Daily, 412,606; Sunday, 759,045. 


L 0S 


Represented by Williams, Lawrence & Cresmer 
New York, Chicago, Detroit and San Francisco 
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Conover in New Setup 


Gordon Conover, formerly vice- 
president of Mike Goldgar Com- 
pany, advertising agency, has 
been named secretary of Weber- 
Tully-Conover Corporation, 565 
Fifth Ave., New York. Mr. Con- 
over will direct advertising and 
sales promotion of this new or- 
ganization, which will offer a 


variety of manufactured items and | 


manufacturing facilities to domes- 
tic and foreign buyers. 


AM EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FlimS 
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statistics niques, the meeting has already; grams, he pointed out: “Tt 
“and make them available for use resulted in elaborate plans for full! shocking to realize that n 
|—to other nations or to the spe-| Censuses covering population, |tistics worthy of the name 


jassemble all national 


Outline Plans 


| . 


| omists.”’ 


Censuses in ‘50 


WasHINGTON—More than 600 of 
‘the world’s leading statisticians, 
jhere for a “United Nations World 


sembled members of a half dozen |U der UN supervision in 1960. 

worldwide professional organiza-| The UN secretary -general 
tions that “clear and systematic- stressed that “statistics must be 
ally organized facts alone can be|SUfficiently timely to record the 


| week how the UN is to become a 
‘central clearing house for infor- 
'mation on national and personal 
|income and international trade. 
A. D. K. Owen, assistant secre- Complete Censuses Planned 
{tary general in charge of eco-| Though most of the discussion | interchanged.” 
‘nomic affairs for the UN, ex-j|during three weeks of meetings! Illustrating the significance of 
|plained that his organization will will relate to professional tech- the ambitious UN statistical pro- 


designed to achieve the objectives |COngress in a decade when he 
of all the civilized peoples.” 


WHY THE 


"Ti 


EXPERTS SAY 


ina 


Sales Management magazine recently asked 156 national adver- 


9 


tiser and agency executives to pick the nation’s best test markets. Among 141 cities: se- 


lected by the experts, Milwaukee was fourth in number of mentions, and second for cities 


over 500,000. Milwaukee has a great record as a test city because it “measures up” on mar- 


ket factors, and also offers extra advantages in media and in consumer information. 


—s 


lwaukee 2 mal \N NEWSPAPER MENTIONS 


Milwaukee newspapers received more mentions as the media for testing than the news- 


papers in any other city over 500,000, except Chicago. A check of the survey report shows 


The Milwaukee Journal was their choice—and for these reasons... 


of all homes in the community, reaches the same 
homes day after day because 90% of the circula- 


tion is carrier-delivered to homes. 


Proven Consumer and Dealer Influence 


The Journal has long been one of the nation’s top 


The Milwaukee Journal is read regularly in 97% 


To increase the effectiveness of advertising in its 
columns, The Milwaukee Journal offers (1) All 
standard merchandising services (2) The Retail 
Journal, a newspaper circulated to 5,500 dealers 
and jobbers to keep them informed on new mer- 
chandising and advertising developments (3) The 
“Consumer Analysis” with an up-to-date record of 
Milwaukee's buying habits, brand preference, and 


the competitive situation for scores of products. 


newspapers in advertising volume—several times 


first in total, retail, 


eral grocery linage. 
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ing and Operating Stations WTMJ, WTMJ-FM, 
WTMJ-TV in Milwaukee, and WSAU in Wausau, Wis 


, ‘cialized agencies of UN, or to pri- | housing, business and manufac- for 
for Worldwide 


| vate statistical societies and econ-| tures for the Western Hemisphere | peoples. No one knows « Xz 
|in 1950; a worldwide census of | how many people there are. | 
Earlier, UN’s secretary-general, | 4griculture, also for 1950, and a|they make their living, 

Mr. Trygve Lie, had told the as-, Worldwide census of population characteristics of their socia| 


relied upon to measure resources|Current status of conditions in| Planned here by 22 American na, 
| Statistical Congress,” heard last|and the possibilities for progress, | Periods of change.” He touched a|tions in preliminary sessions ; 
‘ and to direct policies and action keynote of this first statistical Week ago, will classify every per. 


} 
} 


added “they must be comparable Citizenship, marital status, educa. 
from time to time and place to tional level and employment. | 
‘place,’ and they must be “freely | Will include facts about thei 


| 


| 


probably half the 


nomic or political institutions.” 
Nations Pay Own Cost 
The Western Hemisphere si\q, 


son by age, sex, place of birth 


housing conditions and resources 

Each nation will take its owy 
census and pay all costs of the 
job, but all nations are to use the 
standardized “minimum question. 
naire” and most nations are bor. 
rowing technicians from th 
United States and other high) 
developed statistical nations. _ 

The’ agricultural census, 
worldwide project under direc. 
tion of the UN food and agricul. 
tural organization, will attempt t 
record data down to the last hea¢ 
of cattle, and number of goose 
chicken and duck eggs produced 
annually. 


Study Other Plans 


Additional subcommittees are 
considering the trade and manuv- 
facturing census which will come 
up for further discussion before 
the Western Hemisphere experts 
next year. The trade censuses 
may be made in 1949 to avoid a 
“peak” during the population 
census year. 

Calvert I. Dedrick, coordinato 
of international statistics for the 
U. S. Census Bureau, and chair- 
man of the 1950 Western Hemis- 
phere census committee, cautioned 
that many nations have little o 
no census organization as 4 
foundation for their efforts. 

In some cases, technicians who 
attended the Washington confer- 
ences may be unable to “sell” 
their home governments on the 
projects. Special efforts were 
made to avoid questions—such as 
income and property facts—which 
might arouse suspicion among 
people who have no “census tra- 
dition.” 

He saw an important “educa- 
tion” job ahead, calling for care- 


\fully prepared efforts by interna- 
| tional radio, through the schools 
,and other media. 
pave a ee 
| 

‘To Carry ‘Sky Traveler 


| Sky Traveler, a monthly all 
|lines magazine published by Sky 
| Publishing Company, Dallas, wi! 
|be included in the passengers 
| flight kit on all Braniff Int : 
,tional Airways airliners as © 
/Oct. 1. Dorothy Monroe, former'y 
\editor of Southern Home & Gar- 
den, has been named editor o! S*Y 
Traveler. 


Dawson Returns to Dell 


Harold L. Dawson has returned 
to the advertising sales staf! 
| Dell Publishing Company, ew 
York, to handle motion tures 
accounts. He was associated wi") 
Dell for 13 years before leavins 
to become advertising director ! 
the Airways Travelers Gr 
|Henry Publishing Company tree 
| years ago. 
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Big M. I. gives 
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eee 


vou mo 


IN SELLING TO INDUSTRY, there is no 
prestige to be won that is greater than the 
purchase preference of the top-ranking plants. 
And this is the kind of prestige big MI helps 
fits advertisers acquire, develop and expand. 
Imagine with us for a moment or two: Dream 
up a great, modern auditorium with a tremen- 
dous stage. Visualize row on row of comfortable 
seats to accommodate 55,000.Think of every seat 
occupied by people that are important to you. 
All the great manufacturers — the $1,500 
plants producing about 89% of all manufac- 
tured products will be present. They will be 
represented by their presidents, general man- 
agers, plant managers—and other management 
levels that influence decision and action. 
The spotlights are focused for maximum visi- 
bility from any part of the house. The audience 
is expectant. It’s your cue to go on stage. 


Theatre for action 


The modern auditorium is Modern Industry. 
The tremendous stage is its room-to-do-a-job 
page size. The 55,000 seats are occupied by big 
MI’s primary readers. These men all hold re- 
sponsible jobs at various management levels. 
They are all keenly interested in making and 
marketing better products at lower cost. 

You have room to do your stuff—and oppor- 
tunity to capture the interest of America’s influ- 
ential manufacturing management personnel. 

The white light of attention will be focussed 
on your presentation because it will be flanked 
by unique editorial material and not weighted 
down by a welter of advertisements in solid 
formations. 


The stage is yours 


In big MI put on your best performance be- 
cause the opportunity is yours to enhance pres- 
tige through greater and swifter development 
of purchase preference by America’s best plants. 
The big men in the big MI audience are 
ready and willing to heed your message in the 
industrial magazine whose editorial accomplish- 
ment has won their recognition and esteem. 


RO earned: 


for all management men con 


ing better products at lower Cost, xaalincng PUCTOXIAL JOURNAL/S/ 


For a commanding position in men’s minds: be seen in the right place — with 
the right people — by the right people. Prestige is the influence that accom- 


panies or follows such successful accomplishment. Big MI provides all elements. 


APPLAUSE OF distinguished audience big MI gathers for your presentation—good as money in the bank! 


Staff-researched and staff-written 
ned with making and market- 


Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N.Y. 
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YOU SAY THEYRE 
| SPECIALISTS IN 


AOVERTISING GAG 
CARTOONS ? 


SURE! JOHNSTONE 
ANO CUSHING, 
155 EAST 44ST 

NEW YORK 17 NY 


6 
; aw |pany, Chicago, will continue to} 
nny eget ' handle the remainder of the ac- ANPA Would Meet 
a Ww. » 4nc., | count. 
has been appointed to handle the eee 
consumer and business paper ad- : bd 
vertising for the Lektrik-Spray Patton in New Post ; ; Printers {0 Fnd 
line of H. D. Hudson Mfg. Com- Harry Patton, at one time di- 
pany, Chicago. A campaign will rector of sales and advertising for ’ P ’ 
include national consumer pub- | Indian ee verges and A { 
lications, business papers, direct | pre rg A Oe letell gig n agonism 
mail, dealer-distributor promo- Es aps d We tg ane 
tional material and point-of-sale | * SEN a est te 7 1 Rich | New York—A _ “straight-for- 
displays. Evans Associates Com-|/2 .\eW versey, nas joined ich | ; sa 
|Child Cycle Company, New York| ward disavowal of any hostility 
distributor, as general sales man-j|or antagonism toward ITU and its 
ager. locals,” was made last week by 
° P ‘ | George N. Dale, chairman of the 
Schein Joins Shari ‘special standing committee in 
Band pe a wc Beg | oaree of labor relations, Ameri- 
a -Kay ies : 
Company, has joined Shari Sales | Foti a htamggeg a 
‘Corporation, sales division of Mar-|C/@tion, in a letter to Woodruff 
‘Len Shoe Company, Haverhill,| Randolph, president of Interna- 
| Mass., in the same capacity. 
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dianapolis. 

Mr. Dale, with ANPA’s Chicago 
office in charge of labor relations, 
urged a conference between the 
two organizations to settle their 
differences. In the meantime, the 
ANPA urged that the ITU main- 
tain production. 

“Certain statements made by 
you, and other statements made 
in the name of the ITU executive 
council,” Mr. Dale wrote, “have 
gone so far as to allege ... the 
existence of a conspiracy by 
ANPA to weaken or undo the ITU 
and to force upon it disadvanta- 
geous and unfair working con- 
ditions.” 

He added that he had been 
authorized by ANPA’s board of 


|tional Typographical Union, In-/|directors to make these formal 


THE NEW YORKER goes to Minneapolis and St. Paul 
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GO JUMP IN THE LAKE! is no idle remark in Minnesota, land 
of 10,000 lakes. That’s a lot of lakes (actually there are more 
than 11,000) but there still aren’t enough to provide strictly 
private dunking for readers of THE NEW YORKER in the 
Minneapolis-St. Paul area. Our 2,792 circulation there gets 
thumbed over by six devoted readers per copy, which makes 
a readership of 16,752. 


BOOMPS-A-DAISY on ice is a rare sight in Minnesota’s Twin 
Cities where fancy skating is practically a civic duty. It is 
skating on thin ice, however, for any advertiser to figure on 
impressing the top-bracket, luxury buying families in the 
Twin Cities without using THE NEW YORKER. For instance, 
in swanky, suburban Wayzata, ane family in every five gets 
THE NEW YORKER each week. 


THE HA-HA YOU HEAR is not the ha-ha in Minnehaha Falls, 
but the chortling Minnesotans whose prosperity is aug- 
mented by some two million tourists yearly. Minnesotans 
make and spend money. We specialize in reaching such 
liberal spenders as the directors of the First National Bank 
of Minneapolis, 65% of whom are NEW YORKER subscribers. 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK 18, N.Y. 


NATIONAL WEEKLY OF THE LEADERSHIP MARKET 
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TO BE CONTINUED ... is a natural hiatus in Minnesota fish 
stories, the fish are so long. Some folks are interested in fishing 
for more than fish in Minnesota. The fine shops of Minneapolis 
and St. Paul are teeming with charge account customers. 
Young-Quinlan’s charge list, for example, includes 59% of 
THE NEW YORKER subscribers in the Twin City area. 


department store business 1s transacted and in which T] 


e New Yorker concentrates 


declarations: 

| “1. The ANPA is not hostile , 
‘ITU or to any other group y 
‘employes in the newspaper bus. 
ness. 


| Desires Mutual Respect 


| “2. The ANPA, acting as a 
| enn of employers of print. 
ing craftsmen, desires the exis. 
tence in the newspaper publishing 
business of amicable relation; 
with employes, stability in labor. 
management relations, and mutuaj 
respect. 

“3. The ANPA asserts its be. 
|lief in the principles of collective 
bargaining and the = amicabk 
settlement of differences and dis. 
putes under democratic processe 
that guarantee the rights an 
equities of all parties involved. 

“4. The members of ANPA 
have always clothed its special 
standing committee with author. 
ity and capacity to meet with the 
representatives of any union or 
group of employes to discus; 
common problems and to make 
recommendations based upon the 
outcome of such discussions, de- 
spite your statement to the con- 
trary to your convention. 

“5. The ANPA emphasizes its 
desire always to arrive at agree- 
ments with unions or groups of 
employes under which stability of 
the industry and security of its 
employes will be insured, with- 
out recourse to strikes, lockouts, 
or work stoppages, and without 
recourse to agencies outside of 
those created by agreement of the 
parties. 
| “§. The ANPA believes that all 
{problems that exist between its 
/members and their employes can 
|/be settled by machinery agreed 
|/upon by them in a spirit of fair 
‘dealing, and asserts its desire t 
|meet those problems in such ¢ 
| Spirit.” 


| 
‘PUBLISHERS FIGHT 
PRINTERS’ DEMANDS 

SARANAC LAKE, N. Y.—The New 
York State Publishers Association, 
in annual meeting here last week, 
'formally opposed demands by the 
| ITU, which it regards as violating 
the Taft-Hartley labor law. 

The resolution, adopted unani- 
mously by about 100 publishers, 
| Stated: 

“There has been and are being 
|presented to members of | the 
|undersigned association, by local 
junions of the International Typo- 
graphical Union, demands vio- 
lative of the provisions and intent 
lof the recently enacted _labor- 
| management relations law. 

“It is the expressed desire, in- 
|tent and policy of the members | 
_abide by and to require compli 
|ance with the provisions and in- 
tent of said labor-managemen! 
‘relations law in order to preserve 
true collective bargaining.” 


Joins Hart Agency 

| Alvin Schultzberg, former!) 
with Harry Feigenbaum Adve'- 
tising Agency, Philadelphia, ha: 
joined Ralph A. Hart, Advertising, 
Philadelphia. 


Appoints Devine 

| C. R. Devine has been namee 
assistant to the advertising direc- 
tor of United States News ané 
| World Report, New York. 
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OR 32 years, ever since the first National Hotel Exposition 

was held in New York City, HOTEL WORLD-REVIEW has been 
issuing its distinctive GUIDE TO EXHIBITS number in magazine 
format. 


This year, a new idea offers manufacturers a double-barreled 
advertising opportunity. The editors are moving the initial pub- 
lication date of the Guide back a full week, to November Ist. 


It means that leading hotel executives who regularly read HOTEL 
WORLD-REVIEW each week will get a preview of the Show be- 
fore leaving home. In fact, they will get this special supplement 
ten full days before the opening of the Hotel Show! 


It means they will get exactly what they want and need Show- 
wise — a complete Guide, Floor Plans, Programs, Description 
and Location of all the Exhibits and complete product informa- 
tion from the advertisements of many leading manufacturers. 
Remember, they will get it ten full days in advance. 


In addition, the magazine will be distributed (as usual) at regis- 
tration desks and other points of prominence to all visitors to 
the Hotel Exposition during the entire week of the Show. Total 
circulation? Over 8,000 guaranteed. Closing date? October 14th. 


Remember, the GUIDE TO EXHIBITS issue this year will give your 
advertising two shots at the country's leading hotel owners, di- 
rectors and managers—once at home before the Show starts— 
and again at the time they gather at the Grand Central Palace. 
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Publishers of HOTEL WORLD-REVIEW ~HOTEL MANAGEMENT=—RESTAURANT MANAGEMENT—TRAVEL AMERICA 
NEW YORK: 71 VANDERBILT AVENUE —— CHICAGO: 333 NORTH MICHIGAN AVENUE 
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8 Advertising Age, September 15, 194 
Phillips Shifts olay ina newspaper campaign to |@AMCAGO Stores, 
to Newspapers fines "PCN Home Furnishers 


CamsBrince, Mp.—After 10 years, A company spokesman _indi- : | 
of spending most of its advertis. | cated that Phillips is ready ‘. Launch Festival _ 
ing budget on radio, Phillips Pack- | buck the competitive selling mar-| Cxicaco—A $100,000 city-wide 
ing Company will concentrate on| Ket again after having devoted |display of 22 prize rooms in 13) 
newspaper promotion, effective much of its resources to produc-|Chicago stores opens a two-month | 
this month. : ‘tion for the armed forces during|Chicagoland Home and Home | 
Phillips’ “quality - controlled” | the war. Furnishings Festival today (Sept. | 
line of canned soups, vegetables eg es 15). a | 
Admiral Appoints Allen In addition to the 13 stores | 
Herbert J. Allen, formerly field spearheading the _ festival with | 
ZF their model room displays, various 
—ZAA |sales manager of the record de- a 
—=—— ADVERTISING partment of RCA, has been ap-|@dditional home supply and fur- 
AGENCY a pointed central regional sales|nishings firms plan to cooperate, 
rr IVE ee |}manager of Admiral Corporation, |and additional home exhibits are 
LL EXECUTIVE: — Chicago. He will handle Ad-|expected to be developed dur-| 
hace violmieenaNieg miral radios, Dual-Temp refrig-|ing the two-month period, Sept. | 


to plan your copy and |erators and electric ranges. 15-Nov. 15. SETS DATES—With Chicago's Mayor Martin Kennelly as he signed a proc. & | 

layouts fe the catalog | nT elegy Two pages of yesterday’s Chi-| lamation setting Sept. 15-Nov.15 for the Chicagoland Home and Home & | 

 aabages et etd 'Heads Field Sales cago Tribune color graphic sec- | Furnishings Festival are, left to right: Nathan Manilow, president, Chicago I | 

“a pages piss nes | Harold E. Blackburn has been | tion were devoted to reproductions | Metropolitan Home Builders’ Association; Wallace O. Ollman, general manacer, } 
or, appointed field sales manager of | 


5 of the prize rooms. Those being Merchandise Mart; M. J. Berg, president, Chicago Retail Furniture Association: B | 
DEALERS’ DIRECTORY |Telechron, Ashland, Mass., a sub-| gicnlayed are based on 21 prize- Lloyd Bateman, president, Chicago Furniture Manufacturers’ Association; Mr, 
ISSUE OF BUILDING |sidiary of General Electric Com- | arid desians in the Tethunes Kennelly, and Lawrence Whiting, president, American Furniture Mart. 

; pany. This is a newly created post | Wing Cos * 

SUPPLY NEWS 'to take care of an expanded sales recent nationwide “Better Rooms | 

aeeGr eerste Simro | program. He has been with the for Better Living” competition. (tival include the New Boston|Fair Store, Marshall Field & CoM. 

| company for 18 years. The 13 stores launching the fes-|Store, John A. Colby & Sons, the/L. Fish Furniture Company, Man 


‘ del Brothers, Montgomery War 

P & Co., Pakan Furniture Manufac 
turers, Peterson Furniture Com 
pany, Rusnak Brothers, Sears 
Roebuck: & Co., John M. Smyth 
Company and Wieboldt Stores, 
Inc. The festival dates were set 
by Chicago’s Mayor Martin Ken- 
. nelly in a proclamation which he 
\ i || signed at a meeting last wee 


rae with association and merchandis. 
| ing officials. 


Interior decorating suggestion 
for the opening of the festiva 
were developed last spring in re 
sponse to the $26,250 in prize 
offered by the Tribune. Through- 
out the summer the Sunday Trib- 


ii | Developed from Prize Designs 


une color graphic section feature 
4 prize ideas from the 161 winnin 
entries. The designs were ex: 
= hibited for a month by the Ar 
sy Institute of Chicago. The 2) 
res] model rooms were developed from 
these prize designs at an addi- 
tional expenditure of more than 

$75,000. 
75 000 000 Eight living rooms, five dining 
| e rooms, two combination living: 
| a dining rooms, four master be- 
; rooms, one juvenile bédroom, ani 
. : one kitchen are to be exhibited. 
In one of the most elaborate 
cooperative furniture merchandis 
ing activities ever undertaken, tht 
Chicago firms not only will dis 
play the’ suggestions by prize 
winning designers, but at the 
same time will present the new: 
‘ est products being offered by ap- 
pliance, furniture and furnishing 
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A Field the night of August 16 to enjoy the eighteenth annual Chicagoland 
A Music Festival, sponsored each summer since 1930 by the Chicago Tribune. 


JULY 


AVERAGE 


his crowd (above) of more than 95,000 persons filled Chicago’s Soldiers’ 


Paying from $1.00 to $1.25 each for seats, they enjoyed the thrills of the 
world’s most spectacular mass music event while making an important 
contribution tocharity benefiting the underprivileged of all races and creeds. 
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These crowds represent impressive cross sections 
of the huge audience you address when you 
build your Chicago advertising program around 
the Tribune. 


They point up two major factors which are 
basic to the greater returns enjoyed by adver- 
tisers in the Chicago Tribune. 

First, they make plain the full-community 
dimensions of the Tribune audience. From every 
heighborhood and suburb, from every income 
group, young and old, men, women and children 
gather together at these events. 

Second, they reveal the relationship existing 
between the people of Chicago and the Chicago 


Six nights later on August 22, Soldiers’ Field again was filled in response 
to an invitation extended by the Chicago Tribune. This time readers 
came to see the fourteenth annual All Star Football game in which the 


OVER 1,08 0,000—SUNDAY, 


National league champion Chicago Bears were defeated by the College 
All Stars, 16 to 0. Paying more than $350,000.00 to see the game, they contrib- 
uted impressively to the beneficiaries of Chicago Tribune Charities, Inc. 


he 


Tribune—a close, personal relationship growing 
out of more than 100 years of all-out, uncompro- 


mising service to the community and the nation. 

To sell more today—and to build soundly for 
the future—build your Chicago advertising pro- 
éram around the newspaper more people read 
and want—the Tribune. Rates per line per 
100,000 circulation are among America’s lowest. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11—E. P. Struhsacker, 220 E. 
42nd St., New York City 17 —Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4 
W.E. Bates, Penobscot Bidg., Detroit 26 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, 
AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


OVER 1.,.5900,000 
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No Cause for Alarm on Commissions 


We profess no special qualifica- 
tions for discovering how the 
mind of Attorney General Tom 
Clark or any of his aides or assist- 
ants works, but it is our firm con- 
viction that recently expressed 
concern about the commission sys- 
tem, as it works in the advertis- 
ing agency business, is unwar- 
ranted. 

The fact that the National As- 
sociation of Real Estate Boards 
and the local realty organization 
in Washington have been indicted 
in an anti-trust case because, 
among other things, they have 
tried to standardize real estate 
commissions, does not warrant 
alarm in the advertising field. 

In the first place, the real estate 
case has thus far gotten only to 
the indictment stage, and it is any- 
body’s guess whether the indict- 
ment can be turned into a convic- 
tion. In the second and more im- 
portant place, the commission sys- 
tem in the real estate field and in 
the advertising agency field have 
very real differences. 

As Frederic R. Gamble, presi- 


dent of the Four A’s,_ has 
pointed out, advertising agency | 
commissions are not set by adver-| 
tising agencies, but solely by 
media. Many media offer 15% 
commission to agencies, and this 
figure has come to be accepted as 
the “standard” commission. This | 
term is actually a misnomer, how- | 
ever, since there are still plenty 
of media which offer no commis- 
sion, and others which offer vary- 


ing amounts, higher or lower than 
the “standard” 15%. 

Since this is the case, it becomes 
obvious that the advertising 
agency commission system is very 
nearly the direct opposite of that 
allegedly in vogue in the real 
estate field. If the government’s 
contention is accurate, its case 
against the realtors rests on the 
fact that, in theory, no real estate | 
owner can get a realtor to sell his | 
property for him at less than the 
“standard” price. But if we carry 
the analogy, crude as it is, over | 
to the advertising business, quite | 
the reverse is true. In effect, each | 
“property owner”’—that is, each | 
medium owner—says to each) 
agency: | 

“You can sell my property—| 
white space or air time or what- | 
ever it may be—at the price I set. | 
For doing so, and for performing | 
certain other services, I will pay | 
you a commission, which I set. | 
You can take it or leave it.” 

In many cases, in actual prac- | 
tice, the medium bluntly tells the 
advertising agency that it will pay | 
nothing for such services; and in| 
such instances, the agency must. 
perforce secure its compensation | 


| 
from the buyer, rather than the 


| seller. 


This is a far cry from forcing a 
commission on the seller. It indi- | 
cates that, while the Justice De- 
partment action in the realty case 
may have important implications 
for many fields, they are not likely | 
to apply directly to advertising. | 


Mexican Pesos and Understanding 


The story carried in these pages 
last week, reporting how 2,000 
employes of Parker Pen Company 
are going to get 40% of their pay 
in Mexican pesos this week, 
makes us feel sort of good inside. 

Parker is putting on the stunt, | 
after making arrangements with 
local merchants and others to ac- 
cept the pesos at five for a dollar, 
to emphasize the importance of 
foreign trade to its workers. It is 
using Mexican money to cover 
40% of its payroll because that is 
the percentage of all Parker em- 


ployes’ pay which stems from 
abroad. Kenneth Parker, presi- 
dent of the company, thinks all 
Parker employes and Janesville 


residents, where the Parker plant 


is located, ought to know that fact 
And wisely, he is dramatizing the 
situation instead of just telling 


them. 


The advantages to Parker are 


easy to discover. In addition, we| 
believe there will be some very 
worth while pluses as a result of| 
the stunt. Thousands of Janes- | 
ville residents will, for one thing, | 
feel a bit closer, more Srtenety | 
toward and more familiar with | 
Mexico than before, and more| 
conscious of the world-wide rami- | 
fications of the Parker business. 

For another thing, the circula-| 
tion of vast quantities of foreign 
currency is sure to make residents | 
of Janesville feel a little closer to- 
gether than they have before, as 
any group develops closer kinship 
when it goes through a common 
experience, different from the ex- 
periences of other groups. 

It all goes to show, again, that 
one can go a long way in accom- 
plishing a multitude of worth 
while purposes through the ex- 
ercise of a bit of intelligence, in- 
genuity and showmanship. 


“Like it? It's the very latest thing in all the magazines.” 


ee ciliata | 


—This Week Magazine 


Again, Please? 

One of our scouts ran across a 
release from McGraw-Hill that’s 
been puzzling her considerably. 

The release summarized an ar- 
ticle in Electrical Merchandising 
reporting that electric appliance 
dealers might have to stay open 
at night to sell working wives, 
and recalling that 20% of all fam- 
ilies in 1946 had both husband 
and wife working. 

Then the release noted: “Since 
the Women’s Bureau reports that 
mothers with children under six 
tend to stay home, the remedy is 
obvious.” 


Just What It Says 


One of our Midwest scouts, a 
chap who can add like an abacus, 
contributes this Maurice L. Roths- 
child ad: 


| This store will be 
closed tomorrow 


SATURDAY 
AUGUST 9 


and closed all the | 
following Saturdays 
through August 16 


Open Monday, August 11, 
from 12 noon to 8:30 p. m. 
| Open Tuesday thru Friday 
9:30 a. m. to 5:45 p. m. 


| MAURICE L 
ROTHSCHILD 


State at Jackson 


How many Saturdays between 
Aug. 9 and Aug. 16, he asks? 


Abbrev. Ltr. 


Many an adman who has pored 
over Standard Rate & Data Serv- 
ice has wondered if the people 
who were thrown out of the Bell 


Telephone Company’s abbrevia- | 


tion division for being oblique 
had finally found a career worth 
their efforts. 

One of these puzzled admen is 


Mart Garvey, account executive | Skirts, in order to take care of|No. 2865. Travel Study. 


for Advertising, Inc., a Washing- 
ton agency. Mr. Garvey recently 
wrote a letter to SRDS, as fol- 
lows: 

Dr. Srs: Recd yr mailg pec 
advisg futre SRDS be set largr 
typ & abbvtd frmat. Undoubtdly 
yr recvg considl agcy commnt, 
so we’re fwdng our impressns. 

Frmat most enthusastcly recd 
this agcy, exceptn media dept, 
which mst refr SRDS constly. 
Objectns ovrcome, hwever, media 


dept now reqrd memriz SRDS 
glossry abbvtns & contrctns in its 
entirty. 

Cngratz on selectng 8 pt Gran- 
jon*—lv thse serifs!—usng sans- 
serif face, fr inst, wld hav bn too 
restfl on eyes . .. media resrch 
wld be like shootng fish in bbl. 

We see abbvt frmat & largr typ 
face reslts in jst as buxm an 
editn of SRDS as evr. This factr 
will postvly delght ppr mfgrs... 
also mks SRDS jst as diffclt to 
tear in % as evr. 

Again, congratz! You’re stealng 
mrch on Westrn Un! 

Mst sincrly, 
Mart Garvey 
Acc’t Exec 

*Typ face usd this ltr is 10 

pt L.C. Smith. Ntce how smthly 
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The following documents may }y 
secured without charge from com 
panies sponsoring them or throug} 
ADVERTISING AGE, by any nationg 
advertiser or advertising agenq 
executive writing on his busines 
letterhead. Address ApDvertisiy¢ 
AcE, 100 E. Ohio St., Chicago 1; 
Ill. 


No. 2875. The 138 Metropolita 
Markets. 


An analysis of the sales poten 
tials of the country’s most inf 
ential markets is contained in thj 
study issued by The America 
Home. <A_ special map sectig 
contains a U. S. map showing thy 
distribution of the 138 marke 
and individual maps of the mg 
important markets. 


No. 2876. Food Facts. 


The Philadelphia Inquirer’s r 
port on food sales covers the cit 
and retail trading area as desig 
nated by the Audit Bureau 
Circulations, comprising five coun 
ties in southeastern Pennsylvanig 
eight counties in southern Ne 
Jersey and one county in Dela 
ware. 


No. 2877. True Surveys the Ma 
Who Plays and Pays. 
This report, issued by True, an 
alyzes the recreational activitie 
|sports equipment ownership an 
future buying plans of True read 
ers as an aid to sporting good 
manufacturers and agencies | 
planning advertising. 


it rds! Dsn’t ncesstat bifcls to 
diffrntat 3333 from 333 ... ora 
/ from a *. 


Co-Competition 

When Popular Publications re- 
_ cently disclosed that there was 
|nothing to the idea that pulp 
readers were a group set apart 
| in income, education or the goods 
|of this sweaty world, one of its 
competitors, Thrilling Fiction 
Group, hastened to take space in 
advertising business papers point- 
ing up the study, and congratu- 
lating its rival. 


Sales Bent 


We are relieved to report that 
national consumption of pretzels 
has increased 25% for the first 
six months of 1947 over last year, 
according to Norval Postweiler, 
president of the National Pretzel 
Bakers Institute. 

Some $10,937,500 worth of pret- 
zels were eaten in the first half 
of 1947; 250,000,000 stamped pret- 
zels, 88.7 million hand-twisted 
pretzels, 781.2 million pretzel 
sticks. Reading, Pa., is widely 
known as a pretzel city, and the 
association will try to get na- 
tional recognition for it, and is 
making arrangements with the 
U. S. government to issue a spe- 
cial “pretzel” stamp. On and on 
in a twisting spiral but always up- 
ward. 


Jottings 
| The Hartford Courant recently 


| devoted a full page w an ad 
| which said it was too bad news- 


| print couldn’t be lengthened like 


|advertisers who wanted to get 
into the newspaper. But a cynic 
| wants to know if a 3x10 wouldn’t 
| have done just as well—and saved 
newsprint. .. 

Thomas R. Dash, formerly shoe 
|news editor of the Friday shoe 
|section of Women’s Wear Daily, 
has moved over to assist Kelcey 


| Allen, head of the paper’s drama | 


| department. No one can say Mr. 
Dash shouldn’t be familiar with 
_the sock and buskin.. . 


No. 2878. 
| Poll. 
| Conducted in April, this is th 
| sixth Chicago Times poll in a coi 
| tinuing consumer panel inventor 
|of grocery brands in the Chicag 
poner 
N 


2879. 1947 Columbus Dis 
patch Consumer Analysis. 


Foods, soaps, toiletries, bevel 


Chicago Times Pant 


ages, homes and equipment a 
covered in this new study 4 
products, brand preferences an 


market trends in the greater C 
lumbus market, issued by the Co 
|lumbus Dispatch. 
| No. 2880. Facts. Selling to Indu 
trial Buyers Overseas. 


American Exporter has issue 
these two export booklets, 
first of which covers commerci 
exports, and the other, industri 
exports. Both map the world 
four major market divisions, in 
dex editorial content and adve 
tisers, 1946, show circulation » 
countries and fields covered. 


No. 2858. The American Magazin 
Market for Pens and Penct 


The extent of the market amon 
school-age children and adults f¢ 
fountain pens and automatic pen 
cils is shown in this reader sul 
vey report issued by the America 
Magazine. The magazine, throust 
a nationwide poll, determined ta 
|during the next 12 months abou 
|570,000 readers will buy fountall 
|pens for themselves and an addi 
tional 516,000 will buy them % 
| gift purposes. 


| The San Francisco Chronic: 
|has issued this report as an @! 
'to Bay area travel agencies. T) 
| study breaks down interviews ° 
/annual income, and reports on Vé 
‘cation and business travel habit 
| No. 2842. 


Farm Equipment Job 
bers and Distributors. 
This Farm Implement Nev 
booklet lists over 750 farm equif 
ment jobbers and distributors ° 


| 
' 
| 
| 
| 
| 
| 
U. S., Canada and Hawaii. . 
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' aims, and must lend its support : |plan. R. F. Baity, assistant gen-|Joseph K. Roberts, general man- 

; lauesen Asks for to well-planned advertising pro- | Huber Names Wittner |eral manager of sales, succeeds | ager of research, has been elected 

. grams. J. M. Huber Corporation, New|him in the sales position, and| to the board. 
wiore Intelligent York, has named Fred Wittner 
is - a Nigar ot nate | Advertising, New York, to handle 
industrial Ads Minneapolis Holds Mart {is o{¢e i af ana Pune tele 
Mm Cuicaco—“It is time that man-| Upper Midwest Market Week, 


: : furniture and merchandise mar- 
wement quit measuring the ef-|® 
mts put forth on a considered ket for Upper Midwest dealers, 


will be held Sept. 23-26 in the, H. E. Hanson Retires 
urchase in terms of the adver- Minneapolis Auditorium. It is be- 
m or througymtising efforts put forth on the 


I L H. E. Hanson, general manager 
| + ing managed by Continental Con-| of sales of Standard Oil Company 
any nationg[muick purchase. vention & Show Management,| (Indiana) and a member of the 
ising agencg™ So said E. J. Lauesen, vice-|Inc., Syndicate building, Minne-| board, has retired from both posi- 
his businegMpresident in charge of the newly | apolis. 
AvvVERtisiyq@organized Chicago office of Fuller 
, Chicago })§& Smith & Ross, at the 1947-48 
eason kick-off meeting of the 
hicago Industrial Advertisers As- 
sociation last week. 
Informative advertising and mo- 
ivating sales promotion, Mr. 
Lauesen declared, play a much 
tained in thigmore vital role in the industrial 
re Americyf/#field than they do in consumer 
map sectigifadvertising. Speaking on “The 
. showing th@#Consumer Advertising Depart- 


PAPER & CLOTH REINFORCING FOR PORTFOLIOS, SCRAP BOOKS, ETC. 


MIDWEST 


549 W. WASHINGTON ST. @ CHICAGO e RANDOLPH 3696 


ments may bg 
se from com 


| tions under the company’s annuity 


Metropolita 


sales poten 
$s most infly 


138 markefment vs. the Industrial Advertis- : 
of the mogiing Department,” he told the group 
that industrial promotion “digs 
. deeper into every operation of the 
ts. 


company than is possible in the 
case Of consumer advertising.” 
Using a tube of shaving cream 


Here's what youll 
Say ~.. y 

and a tractor as illustrations of a : RS) 
“quick” or consumer purchase ; i n Yihe about A, 
and a “considered” or industrial a AS 
purchase, Mr. Lauesen cited the : : 


enormous differences in the na- 


: Py / * 
ture of the products, customer - fi ae ie a e 
participation in the purchase, Der 9 eo 

type of dealer, necessary dealer P i 


Inquirer’s r 
overs the cit 
rea as desig 
t Bureau 
ing five coun 
Pennsylvania 
outhern Ne 
mty in Dela 


veys the Ma 


4 . o- ; = =\ 
effort to effect the sale, role of the ' ; ee’ \ x vee JOP OF THE SOUTH, THAT IS/ 
Pays. field organization and the role of 
by True, anfadvertising in both products. 
nal activitie If we are to save ourselves from 


wnership an@economic chaos, said Mr. Lauesen, 
of True reai™we must produce more and have 
porting gooi™mbetter equipped workers. It is 
agencies iggtherefore necessary to have more 
intelligent and better directed in- 


j 
* 


\ 
dustrial advertising. However, for ‘ ‘ t “The 
Times Pantrthe industrial promotion to be t ° orcha com 
effective, he asserted, management | dous pro va old \iabl on your 
il, this is thggmust be in sympathy with its \ remem ee ’ os oo be sP ‘ J ois 
poll in a con N THE FARM \ Top © has left \ her statem nt ¢ ply true 
anel inventor ‘ own tet modity d t “—— 
n the Chicag NE IN THREE e . warehouse Peet yoduct le sauce’ pecause 
me we th 0 . ‘ \ 
Ming on and W * nel into ket here: 
: bacco s€ er po ry nicely» sreat mart H 
bus Di With to , cents ing very D 1 Ag NC 
geet as high 4 * products alan © becom pot | LA TER’S ce rely 
letries, bever Southern v-pobacco oe n planter one ’ he \ oOUTHE TER, affection est 
quipment al thank eee nd the § "Pobacco fare ‘ for 1 OUTH N hoe pible’ 15 gg is 
i opsangt Boulevir prospects: ved 600,000 y three THE SO ihe agriculty erica. But that 
eferences al t sales PF''C h’ rece of ry 4 m as | in he fact 
ie greater C os 0 Sout ith on uth ry, the rura \ kno \rural Jou o tant an ¢ the most 
Pp tT. ri ic territOly>» agricu , i ener 0 ns 
he C -rop Last 3 n this , more orous, OF \icatio 
ed by the Co their Ok g — 1 4 ertisiIng: 1 infinitely of the most Ps believed u * che 
ers -. q ‘must : , it 1s One. a ‘m ith 
: sence 1s 4 RIED \ ee eeanding rs wit ; : 
lling to Indu = audience ‘SOUTHERN F \ outstand) . 0,000 farme ve eager tO SPN. ng, 
verseas. KEY T0 PR OFITS y OTHER CHICKEN Fried” but as a 1 —- money per -. strong Pe ye the 
er has issue EVER . ‘Gouthern *',— broilers are pocke hat the SoU The P “THE 
e s it tha *ans t 1 
booklets, ti ‘oken can at ) n t 1 We adm traditions, river > 
os eoenedl In the years just ahead sales- Any chick act 49 To .; she " oultry \ One of these * be here's ich @ Ww 
her, industrigg| Men will again be the most matter O" rhe ITER territory 900 00 1 South’ at least, NTE reach ble at lo 
the worldg| important men in your organi- rown 3 N pLAN} ve 280 ee yout RN dience « : lon heritag' 
Pech in zation —if they are properly g UTHER? ee ed cae buy vn 1 sO eaget * chat enjoys 4 0 T 
iverl| trained. tness Last YOO * wal best 0 dienc m ; its re ou 
nt and adve pusiness tat mone i. oon \ rough 4 aith fro ket for J 
circulation } Make sure that they are. De- Lots of a can a have known 4 \ ost he rust ‘a ollat m rtisets 
covered. ~ their jobs, train them to products: at Southerne \ f a close to 4 S scores " acl give yo 
dle their work and time ' ot a elpe eas 
‘ican Magazin most effectively. pie for 107 year ‘THE TOP OF 1 We ng * <" would be a P 
s and Pencis ; : le pies, ach ites °° 
Th 1 apple P \ re \s. 
market amo’ will caer teen A PLE IN ne mountain egg of 1 further detal 
and adults ') questions. It is strictly “how \ AP“ OUTH’ yor Je juices eehort of the i 
es ye to do it” all the way through bs of cider @ ov'll still be : 1 
is r sul : 
r ey —a practical 182 page cloth a Je butter an OF Ty 
the ; bound guide you will find apP 1 oF & 
azine, throug! essential. | at So 
etermined thé r y 
aboul™| ORD hy a, 
a a SERVING THE TOP FARMERS AT & ae + 
- and an addi ADVERTISING PUBLICATIONS, INC. 
buy them {0 100 E. Ohio St. Chicago 11 SS 
SOUTHERN PLANTER BLDG. The = ro Aq 
FILL IN 
= a RICHMOND 19 ‘VIRGINIA sO 
_ pages Aerating Publications, Inc. 


any other farm paper. 
, Ae, 2se send me —— copies of "Successful 
- travel habit | Sales Training.” Enclosed is $————. 


1 441 LEXINGTON AVE., NEW YORK 17 Te Re More farm familie in 
agencies. Th | % E. Ohio St., Chicago II, Ill. 1 333 N. MICHIGAN AVE., CHICAGO I Southern Planter than . 
interviews » | Restteniane i 
reports on vag \ 

l 

1 


America’s Oldest Farm Paper — Established 1840 
| 


quipment Jovi Name Se apaee Nera cts os 1 
butors. ERCP Pip ath Beart ae 1 
jlement Neval.. 1 
50 farm equip | S82 482si ct bbiNehnee Kedkeeeenciees 1 
OO 0554 055k chscakbnsinatvnvnasensedes i 
Hawaii. I City 


revenies she ee ! 


Rate rie oN : re Sa fe : : : eee : ie : ae Vee els : ! yee tees 
? * - y < oe : cow z 5 ‘ ar 0 7 7 oe “ ite 
‘ 
e | api 
; ; Plas 
Tere, gee 
reeeyr i 
awe ec 
ee ae ie 
Eee _ > 
wy oy. ; 
° eZ AG wai 
| -. 
i. E. 
| < cx 
es: 
aa ia ae aL an 
) 
: 
Pea JU 
ar 
Pi 
a 
San 
ad 
‘ 
§ 
: 
j 
} 
: 
ot 
ee 
we 
ne 
: : 7 s 
a. S : Ze \ : 
‘- eG a ee : ; 
hes eee! Te hee 
x 
Bs 
' a 
Se 
A, 
aj 
: 
i 
aa 
. 
) | 
- | a 
z 
& 
> 
. 
aa 
| 
I di ainsi dale aiid tee aint eee 


CT aye 


a she 9g 


Pra 


Ane 
q 


14 


enabled the farm operator to pass 


ing the war. This machinery, to- 
gether with a vast increase in his 
use of fertilizer and better seeds, 
raised total crops 38% above pre- 
war with 9% less workers, 
about the same acreage under cul- 
tivation. 

During his years of prosperity, 
the farmer has built his liquid 
assets from a prewar $5 billion to 
$22 billion for this year. Increased 
land values place his over-all 


worth at $111 billion compared 


with $53.8 billion in 1940. His 
mortgage debt is down from $6.5 
billion to $4.7 billion. 


Good Fortune Temporary 


On the other hand, government 
analysts fear the farmer may 
some day be due for a greater 
downward adjustment than other 
sectors of the economy. They trace 
some of his present good fortune 


to temporary aspects of the do- | 


mestic and world situation. 

The experts believe most do- 
mestic demand is a genuine re- 
flection of higher per capita earn- 
ings, and increased population. 


and | 
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|But they recognize that part of 
\the postwar demand reflected a 
shortage of durables and special 
services. 

With indexes for food, liquor, 
tobacco and textiles off 10% from 
the beginning of the year, and 
\shoe production off 25%, they 
|eaution that some of this special 
demand may be letting up. 

Nevertheless, as the farmer en- 
ters his third prosperous postwar 
harvest season, prices are firm. 
With 13,000,000 more citizens here 
than prewar, and continued gov- 
ernment buying, traders see a 
ready market for a harvest which 
will generally equal last year’s 
though totals for various crops 
will vary. Some, like cotton, 
wheat and oil-bearing crops, will 
be up 15 to 35%; others like corn, 
oats, vegetables and tobacco may 
be off 10 to 20%. 


Exports Help 


The farmer is enjoying a lion’s 
'share of the current export boom. 
During early 1947, he shipped at 
|an annual rate of $4.2 billion, six 


times his export of $750,000,009 
just before the war. 

During the first half of 1947. 
food exports alone consumed 10¢; 
of the country’s crops. For wheat 
and rice, foreign sales claimeq 
40% of all that was used, more 
than half the dried whole milk 
27% of the cotton, 30% of the 
tobacco and 75% of the dry peas 
Exports of cotton yarns and fab. 
rics during the first half of 1947 
were at the rate of $650,000,000 , 
year compared with a _ prewar 
$40,000,000. 

Only 1% of the meat, 0.5% o 
the butter and 1.5% of the canne; 
vegetables were exported. 


Future Unsettled 


Future of this vast export mar. 
ket rests with the negotiations 
now under way for further relic 
spending. Of total exports in 1945 
55% were financed by grant: 
loans and liquidation of foreigy 
gold and dollar reserves. In th: 
absence of increased imports } 
Americans, many countries ar 
already taking measures to restric! 


| 
| 
| 


Farm Income the industrial worker in 1946, 
seems to be accelerating in 1947. 
5 T d After eight months, the farm in- 
Oals OWal $17.4 billions, within $1.5 billion 
2 . of the income for the full year 
| 1946, the previous “best” year. 
All-Time High Though the Bureau of Agricul- 
| tural Economics complains that 
|farmers, accounting for 20% of 
the population, are still getting 
'Tools' Cost Less, ‘ ‘ 
. come, the past few years have 
Comparatively brought a gradual improvement in 
WasHINGTON — Though spiraling | the farmer’s share of “wealth.” 
living costs are forcing urban| Not since 1921 has he enjoyed 
wage earners to retrench, latest|a larger share. In 1932, he had 
government statistics show that| only 7.4% of the national income. 
rural America enjoys in this post-| The $18.8 billion farm income 
tion in its history. lion peak after World War I, and 
Farmers are selling unprece-| dramatizes the recovery from $3.2 
dented volumes of goods at prices| billion in the depths of depres- 
155% higher than prewar and_|sion. 
15% above the 1920 peak. They| The farmer’s progress is trace- 
are paying only 80% more for the| able in part at least to improved 
things they buy. operating methods. Through wide- 
own has almost doubled in value; | farmer became more efficient dur- 
the farm mortgage debt is low 
enough to make the most con- 
servative banker smile. 
The farmer is on the wrong end 
of the inflation spiral—when he} 
buys the commodities sold by other 
agricultural goods such as foods 
and clothing. 
On the other hand, he is pay- 
ing only 40% more for two of his 
important ‘“tools’—farm machin- | 
ery and fertilizer. He is getting 
25% more production from each | 
fewer helpers. | 
Higher Cash Income | 
Indicative of the farmer’s new | 
importance as a potential market | 
for consumer goods is this fresh | 
fact: Last year farmers averaged 
trial workers, reversing a relation- 
ship which has.stood for decades. 
Back in the 1935-39 era, farmers 
had an average cash income of | 
$735; industrial workers $1,149. | 
By 1941, farmers were getting | 
$1,066, industrial workers $1,495. | 
a peak of $2,324. As they declined | 
in 1945 to $2,254 and in 1946 to 
$2,238, farm income continued up. 
For 1944 farm income averaged 
$2,112; for 1945, $2,140; for 1946, 
$2,541—$303 better than the in- 
dustrial worker. 


come for the year has reached 
Prices at Peak; 
only 12.5% of the national in- 
war inflation the best buying posi-| of 1946 towers over the $11.8 bil- 
On their books, the land they|spread use of machinery, the 
farmers— feeds and _ processed 
acre he owns, and he is using 9% | 
a higher cash income than indus- | 
But in 1944, industrial wages hit | 
Upswing in farm income, which 
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*Editorial screening in BH&G 
produces a whale of a market 
for soap! There are over 
20,000,000 ears to wash in 
BH&G families—finger marks 

from 100,000,000 fingers to 

wipe off woodwork—more than 
10,000,000 pairs of stockings 
and socks to wash every day— 
some 1,040,000,000 dishes 
alone to wash every month. 
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import of items less urgently re-| Rhode Island .... 7,564 9,248 | Oklahoma ...... 161,307 271,652 . 
750,000,009 quired. |Connecticut ..... 66,400 70.262 | Texas ....... 502,195 674,797 KING Appoints Four 
Tow , r 9RQ5 * 9 Sout (‘e “al ic P e , i 
The BAE figures show the 1947 | Ne ho. ee 285,382 346,046 ~to stoi \ aaa wee 1 exuaes Roger Rice, for mer ly with 
f of low. | New Jersey ..... 84,940 103,720 sine diaaiial hea al pod 5(<,(09) Beatty Stevens, Seattle, has been 
4 l ‘ 
‘farm boom genera throughout Pennsvlvani: 278550 360.871 | Montana . 75,713 102,315 : 
sumed 10: é : : ennsylvania ... 2(8,00 at hd EP net ~*~? |named promotion manager of Sta- 
cM the country, with receipts from| North Atlantic ee, 7 $9,398 13-507 | tion KING, Seattle. John Eichhorn 
For wheat ale of products running 35% tegion ..... 929,277 1,139,509| Wyoming ....... 25,380 30,013 | has - ~= 2 
a oki a sale p : ti os 312.182 416.376 | Colorado .. 124,752 154,328 | formerly commercial manager of ® 
- aimed above the first six months of last aes .  .. 310,859 131,940 | New Mexico ... §©40,242 51,025 | KIRO, Seattle, has been appointed 20 000 hos ita 
re Morem™ year. TESS oe 530,665 811,646 ao se esiea oa aus Hp ed commercial manager, and Martin j 
rhole milk j Michigan ........ 223,692 279,55 ah .... es 7,122 56,002 icke lopmarie nr - = 
milk The West North Central region iiioes pert 45 ss cme ae sees is'999| Wickett, formerly promotion di n 
0% of the (Minnesota, Iowa, Missouri, North East North C n- o" — | Washington cme 164.026 244.135 rector of WTOP, Washington, and 
e dry peas and South Dakota, Nebraska,| “tral Region ..1,783,089 2,447,802 | Oregon. 2. 97,683 129,761 | Padio director of Erwin, Wasey & exe ll ives 
iS and fab. Kansas) led all others with a gain | Minnesota ....... 421,266 Steere | CMrornes ... <...' TAT OES 813,897|Co., New York, has been named 
alf of 194M over last year of 55%, largely |Iowa ........... 691,253 1,161,121| | Western Region.1,469,436 1,793,459 | program director. Floyd L. Sparks . 
- ‘ , : Missouri ........ 289,102 429,816 | United States ...8,802,274 11,875,206|has been named public service 
90,000,000 » from livestock, wheat and corn.| North Dakota ... 139601 215'417 | = eae director 
a prewar Fast North Central (Ohio, In-|South Dakota ... 179,498 276,942 . ; 
; Illinois, Michi Wi -|Nebraska ....... 348,424 526,827 Appoints Hurley V.P. ° 
tN, ee ee tee te 305,27 4183 Bolta Launches Drive 
at, 0.5% off sin) and South Central (Ken- en aaa Can. shed sata J. E. Hurley, formerly assistant | renee 
. A est Nortn en- iy or o 4 " + _ ate » » " “ “a 
the cannedff tucky, Tennessee, Alabama, Mis- tral Region ..2.374,418 3,669,028 | direct r f public relations of the | Bolta Products Sales, Inc., Law 
ed. jssippi, Arkansas, Louisiana, | Delaware 38.185 39 336 | Armout! . no sae Foundation, | rence, Mass., is launching a cam- 
ou ’ ° . cies, me gor 99 241 | Chicago, has been appointed vice- | i i okeepi 
led Oklahoma, Texas) were up more| Maryland ....... etn 90,841 | - sident of Hurley. rt | nl gg ir eng cpt cin 
hird h Virginia ........ 116,961 160.519 | president o urley Advertising | House & Garden and House Beau- s 
xport mar than a third each. West Virginia ... 31,136 36,465|Company. He is the son of the) tiful for Boltaflex all-plastic up- 
negotiation Cash receipts from farm mar-| North Car@lina .. 132,824 175,938 | president of the agency. holstery material. The newly de- ‘ 
slinee 9 lie keting for each state for six pct arolina .. Bray oP Brig HH signed Boltaflex tag is featured in ince a ozen 
te ia tang months of 1946 and 1947 were: |iioriaa 222. 269.734  221'784{ 90Mmers Opens PR Office | @!! the ads. Cory Snow, Inc., Bos- 
— rida ...... +++ 269,73 221, : ; 
a ere State and region as 7 some Atlantic ae Allen Sommers, a free-lance | ‘°° handles the account. 
7 egion ...... 51,487 952,708 | public relations counselor, has Sl G0 e ma 
f * ote eo ky 99 405 257.626 F ze P ° . 4 LY 
rs rags, Pel Patil reset teeeeee Ty Sat Seaeet established a public relations bord To Viking Agency 
es. In the 7 “i sgh ae OR? +i a4¢| publicity office in the Stock Ex-| Samuel Ehrman & Co., lace and e 
imports bi oe ee re 75,233 SE.0ee | AMUAMA ....65-%. 81,957 110,946 sgt - ’ Fe 
Ports bw. Hampshire... 22,428 26.666 | Mississippi ...... 99.660 108.995 | Change building, 1411 Walnut St.,|embroidery, has named Vikin 
: : I ; , : ; A : | ee : 
untries amM—l vermont .......- 43,855 51,891| Arkansas ....... 118,695 161,670 Philadelphia. He is_ associated| Advertising, New York, as _ its 
es to restric Massachusetts ... 64,925 78,806| Louisiana ....... 74,090 86,180| with Henry Klein. agency. 
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icture with ad pomnt to score in 


this huge 


for advertisers mate. 


At first look, this is a woman washing her daugh- service for folks whose interest is better living in 


ter’s ears. better homes.* hooklet 


At second look, it may be a family group around That brings us to the big point of the picture. av . 

a washstand. We offer you a market screened for interest Touching All 
9 screened for income —a class circulation of 

But what more do you see? 


3,000,000. 


7 
You see a screen. And that’s where the big point the Bases 


Naturally, there’s more to our story. Buying power 
for advertisers enters the picture. : , 


— market coverage — advertising linage growth — for C m | t 
Better Homes & Gardens screens its readers. the whole array of things that are important to 0 C C 
It sends 3,000,000 copies per issue to people who space buyers. detail 
live in homes — and need all the things which it Get the whole story of “editorial screening” from l S on 
takes to keep a family going. your BH&G representative. . 
These three million copies contain no fiction. *BH&G families spend more for their homes and everything that Selling to 
goes into them than even their prosperous neighbors in the same block. 


Cover to cover, they concentrate on service (U. S. Census survey, 1940). 


hospitals. 
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Names Graham Agency 


Harmon Products Corporation, 
| Plainville, Conn., manufacturer of 
| washing machines for use in the 
| laundry and dry cleaning industry, 
(has placed its advertising with 
Hugh H. Graham & Associates, 
New Britain, Conn. Business 
| papers will be used. 


THE BEST WAY TO REACH 


Write for information on 


¢2€-STIK 


Self-adhesive displays 


SIMON ADHESIVE PRODUCTS CORP. 
220 Fifth Avenue, New York I, N.Y. 


Over 37,000 circulation, including 25,000 league and 2515 
city association officials. The only magazine with 100% 


coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $291 ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


e Official Publication of — 
O yyy Py AMERICAN BOWLING CONGRESS 
LW, 2200 NORTH THIRD STREET 


THE BOWLER’S MAGAZINE MILWAUKEE 12, WISCONSIN 


New Cory Brewer 


| 


Drive Features 
Blow-Torch Test 


Cuicaco—There is a big differ- 
ence between different types of 
heat-resistant glass, and Cory 
Corporation’s 1948 campaign is 
designed to bring that fact home 
to consumers. 

The youthful coffee brewer 
| manufacturer makes no claim that 
the glass used in its brewers is 
unbreakable, but J. W. Alsdorf, 
Cory president, says that the 
| blow-torch heat shock test gives 
assurance that Cory’s product is 
free from hidden strains and 
stresses which contribute largely 
to premature coffee brewer break- 
age. 

Cory’s new product, which has 
been in limited production for 
two years and tested for consumer 
/acceptance at point of sale, con- 
tains no rubber. A glass-to-glass 
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& MAME-TESTED GLASS COFFEE 


NO RUBBER—A glass-to-glass vacuum seal invention will provide Cory Corp.'s 
1948 sales and advertising theme. The two-color spread above is scheduled 
for the Sept. 20 issue of Collier's. 


/vacuum seal takes the place of the 


usual rubber bushing. Mr. Alsdorf 
Says tests indicate consumer pref- 
erence for the glass-to-glass idea 
in 90% of the cases where the ad- 
vantages were explained to the 


. hi pint ah q ‘ “ 


“It’s that space buyer’s baby. ; 


. it cries unless I keep saying, 


‘Solid Cincinnati reads The Cincinnati Enquirer.’ ”’ 


P. S. FOR SMART SPACE BUYERS: 


© The Cincinnati Enquirer has the largest circu- 

lation gain of any Cincinnati newspaper . . . in 

the last year, and in the last ten years. | 
® The Cincinnati Enquirer carries more advertising 

linage than any other Cincinnati newspaper. 
® The Cincinnati Enquirer has the lowest milline ; 


rate in Cincinnati. 


Represented by Moloney, Regan and Schmitt, Inc. t 
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prospect. No advertising was to 

used. vi 

The opening spread, a two-color m 

ad in the Sept. 20 issue of Col- q 
lier’s, describes the advantages of 

the rubberless flame-tested Si 


brewer. Later copy will feature 
the blow torch shock test in de- 
tail. 

The company is going to great 
lengths to assure effective dealer 
tie-in promotion. More than 250,- 


000 broadsides covering campaign 
details are set for mailing to deal- 
ers and jobbers throughout the 
country. The drive, originally set 
| for January of this year, was 
|moved up to September in order 
| to give dealers a chance to move 
/competitive merchandise in free 
| supply at that time. 
| Supporting copy will follow the 
| Collier’s spread almost imme- 
'diately. Included are two-color 
|pages in Life and The Saturday 
Evening Post, and half-page, four- 
|color ads in Ladies’ Home Jour- 
|;nal, to continue for the balance 
|of 1947. Trade publications, win- 
|dow streamers, counter displays 
|and newspaper mats will be used 
to back up the magazine drive. 
Weiss & Geller directs the ac- 
count. 


| Excel Introduces New 


Toy Movie Package 
Excel Products, Inc., Chicago, 
has introduced a four-color deco- 
rated package, called Jolly The- 
ater, with a bright red 16 mm. 
movie projector, a shadow - box 
screen, and a 50-foot movie film 
| featuring “Our Gang” stars. The 
_kit, designed to combine children’s 
|love for movies and their desire 
to put on a show, includes show 
/announcements, tickets and min- 
iature box-office cut-outs. 

While the company is_ using 
only trade publications initially, 
department stores in such cities as 
New York and Chicago are giving 
the package newspaper promotion 
|in quarter-page ads. The entire 
'device retails at $9.95. Weiss & 
Geller, Chicago, handles the ac- 
count. 


Chernow Expands 


Chernow Advertising Company, 
New York, has opened a service 
office at 315 N. 7th St., St. Lous, 
under R. I. Lawson. 


AGENCY 
COVERAGE 
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All Chrysler Cars 
to Feature New 


17 


receipt for a tin of Colgate tooth;and other cash awards will be 
powder. | given to those who sell the 2nd to 
The retailer who sells the first| 5th prize winner. Spitzer & Mills 


|}aleohol will probably be aban- 
|doned because of the compara- 
| tively high production cost in- 
| volved. Mr. Litchfield believes 


cash prize of $1,000 together with 
149 other grand prizes, is being 
announced in 57 daily, weekly and 
farm publications across Canada 


. on Colgate’s Happy Gang radio a PRINTING * PHOTO COPIES | 
tire line of Chrysler cars will be —_——— dhiw, is aolna t bux, Abneahes- OFFSET 
, going y . “ 
rolling Fo pr So Rae Colgate Announces ment of the contest will also be COMPLETE PHOTOSTATS * PHOTOGRAPH 
equipped with new super-Cushion | Nq@me My Pu Contest | made over the Happy Gang show 
tires, P. W. Litchfield, board chair- Colgate Palmaliee Conners has| When it returns to the Canadian PRODUCTION GIANT PRINTS * STATE 5977 
man of Goodyear Tire & Rubber} jaunched a “Name My Puppy” | airways on Sept. 15. Each entry SERVICE Pip coPY 
Company, announced at a sales/ contest from coast to coast in| must be accompanied by a Col- +f4 Wedher Brive 
representatives’ meeting here last} Canada. The contest, offering a! gate dental cream carton or a sales | | 
week. 
Already, Mr. Litchfield declared, 
the larger Chrysler cars have the 
tires as original equipment, and 
Hudson and Nash cars will soon 
be using them. . 
Regarding fall tire sales pros- 
ry Corp.'s pects, R. S. Wilson, vice-president a 
scheduled and general sales manager of aia 
Goodyear, said that “tire produc- | 
tion in 1946-47 has gone largely 
ing was toward filling up the war-created Yi 
vacuum. We now expect a nor- c 
two-color mal seasonal decline in the fourth 
e of Col- quarter.” 
antages of Although the advent of the new 
ime-tested Super-Cushion tire (AA, Aug. 18), 
ll feature and its adoption as_ standard 
est in de- equipment by other car manufac- 
turers will put Goodyear in posi- 
g to great tion to be the exclusive supplier 
ive dealer of replacement tire equipment, 
than 250,- company officials quickly denied 
campaign any possibility of monopoly. “Not 
ig to deal- in the tire business,” one said, . 
oe $16,221,001 — that figure represents the Postal Savings 
S 
year, was Se ee Deposits at the Rockford post office as of June 30, 1947... 
r in order Nor is there any prospect for : : . 
e to move @ . “second-line” tire immediately. ranks 20th in the nation regardless of population. Rockford 
ein ince Ff ‘Our efforts,” said Mr. Wilson, has more money on deposit in Postal Savings than such 
“have gone toward keeping first- ee ° ° ° ° ° 
follow the Hf jine tire prices down, and today larger cities as: San Francisco, Louisville, Baltimore, Min- 
st imme- : P : a 
two-color Ml iess, Wh aoliew Waieaty thet ane neapolis, Pittsburgh, New Orleans, and many others. 
- Saturdcy Bf further price reductions are pos- . on a per capita basis . . . Rockford has the highest 
page, four- ‘ble.” na.. 
jome Jour- Ii Commenting on synthetic rub- Postal Savings Deposits of any city in the United States. 
he balance @ jer policy, Mr. Litchfield observed 
ge ih that regulations requiring the use 
¥ rs of synthetic rubber by tire manu- . . . . ’ 
iil be used Hf facturers “should be kept to the $107,847,854.74 — a tidy sum indicating Rockford’s 
ne rive. ” Alth hh 6 e = ! ’ 
ie the oc lo, Gat ie a bee ee ae | bank deposits as of mid-year 1947. Man! that’s buying 
the government to keep the syn- | power, and then some. . .tops the 1929 total by more than 
thetic price so high (now around | ° e 
New 18 cent a pound) he stanchly sup- 3 times. ~— ong for pod gba — of 1947 are 
ported plans to keep at least a! the same period in : 
—— 100,000 ton yearly production of | 37.2% ahea oO Pp 
‘color deco- jg ‘Ynthetic rubber available both as | 
Jolly The- § 2 defense measure and to aid in , _ 
ed. 16 mm. stabilizing crude rubber prices. 71,476 daily (and 79,153 Sunday) —the Rockford ——— 
hadow - box Of the 1,000,000 ton annual | . . . . — 
movie film Ml synthetic capacity, about 400,000. Star, Register-Republic circulation gives you complete 
eens eo ee ee coverage of this ready-money market . . . the “Best Test City 
1e children’s 
their desire in the Mid-West’. 
cludes show 
s and min- 
"ONLY 
y is using 
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uch cities as 
Oo are giving 
‘r promotion 

The entire 
5. Weiss & 
jlles the ac- 


ds 


1g Company, 
ed a service 
t., St. Louis, 


Goodyear Tire 


Cutcaco—By January, the en-| 


EMPIRE 
NEON | 
GIVES | 
YOU | 
One service | 


One invoice 
One check. | 


From a skeleton to a spec- | 
tacular in quantity. | 


Designed, manufactured, 
installed, maintained in any 
city, town, or state. 


Tell us your neon problems 
and we will solve them. 


For further information contact 


EMPIRE NEON 


INCORPORATED 
General Offices: Savannah, Georgia 


ee 


Colgate prize winner gets $100, | Ltd., Toronto, is the agency. 
the tire industry generally is 


favorably inclined to retain the 
remainder on a stand-by basis. 


from Aug. 30 through Oct. 18. The 
public will be aked to name the 
puppy which Bert Pearl, emcee 
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POPULATION 


pe 


Bags = ge 


1,000 


‘3 


od 


© S77, B54 vera Fetvine Zon 


— 


PRG at Be nak bh SUS ee MEE 82-9! sock | 


ROCKFORD MORNING STAR 
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ALARMING—This copy in four na- 

tional magazines in mid-October will 

announce Vulcain Watch Co.'s Cricket, 

a new wrist watch with built-in alarm, 

which will retail for $100 up, plus tax. 

Ben Sackheim, Inc., New York, is the 
agency. 


Vulcain Introduces 
Alarm Wrist Watch 
in New Campaign 


New York — The first watch 
with an alarm built in will go on 
sale in the U. S. shortly, and Vul- 


i 


subscribers in the 11 Pacific and 
Mountain states. Copies of the 
magazine circulated in these 11 
states will carry, in addition to 
the regular contents, a_ special 
West Coast editorial and adver- 
tising department. 


Joins Lancaster 

Louis Rosenthal, formerly with 
the advertising departments of 
Fashion Trades and Hearst News- 
papers, has joined Lancaster Ad- 
vertising, New York, as an ac- 
count executive. 


CBS’ Radio Sales 
Crams for Test 
on Station WRVA 


New YorK—Grooming itself to 
take over as national spot repre- 
sentative for Richmond’s WRVA 
on Oct. 1, CBS’ Radio Sales sent 
a staff of 28 persons on a 48-hour 
fact-finding trip to the Virginia 
city. 

Included in the group were all 
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the salesmen, whose job it will be 
to serve WRVA, the first non-net- 
work owned station to be added 
to Radio Sales’ list of clients. 

The trip was followed up by 
the printing of a compact folder, 
illustrating what the CBS staff- 
men found out about Virginia’s 
only 50,000-watt station. These 
were mailed to some 2,000 pros- 
pective advertisers and agencies. 

Altogether this sales prepara- 
tory push cost Radio Sales ap- 
proximately $5,000. 


Gets Chipso Account 


The Toronto office of Benton , 
Bowles has been appointed to qj- 
rect the advertising of the Chips, 
division of Procter & Gamble Com. 
pany of Canada, Toronto. 


Joins New York Daily 


Louis Wagner, formerly on the 
copy staff of L. E. McGivena 
€o., has joined the advertising 
promotion department of the Ne; 
York World-Telegram. 


cain Watch Company, its pro- 
ducer, will take full pages in four | 
national magazines beginning in| 
mid-October. | 

The watch, called the Vulcain 
Cricket, will range in price from 
$100 up, plus tax. 

On the media list are Esquire, 
Fortune, The New Yorker and 
Time, with possible additions 
later. The company, through Ben 
Sackheim, Inc., will also use a 
sizeable business paper campaign, 
and dealers will get mats for tie- 
ins, along with displays, circulars, 
promotion literature and folders 
giving directions for use, opera- | 
tion and maintenance of the | 
watch. 

Repair is said to be simple, de- 
spite the fact that the company’s | 
technicians in La Chaux de) 
Fondes, Switzerland, are supposed | 
to have spent five years in de-| 
veloping an alarm mechanism to | 
fit in a standard wrist watch and | 
in amplifying its sound. 


. * en 
Adds Special Section 
Architectural Record, New York, | 
this month launched a_  spe-| 
cial West Coast section serving | 


COMING: 


FINANCIAL WORLD 
V4 


Annual Report Awards Banquet 
pe 4 


a 


For the Presentation of Bronze 
“Oscar of Industry" Trophies to 
Corporations with the Best 1946 | 
Annual Reports as Selected by 
the independent Board of Judges 


Grand Ballroom, 
Hotel Pennsylvania | 
The Statler Hotel in New York 


FRIDAY, OCTOBER 10, 1947 


~'"Oscar’’ Winners Will Be First 
Announced in the October 8th 
Issue of FINANCIAL WORLD 


For Information on the Awards Banquet 


Wr<te FINANCIAL WORLD 


86 Trinity Place, New York 6 


gene 


* 
YOU CAN DRAW THE OUTSIDE AUDIENCE 
on the Pacific Coast, too! 


*The outside Pacific Coast market is that vast area outside the metropolitan county areas in 
which the regularly Hooper-surveyed cities (Los Angeles, San Francisco, Oakland, San Diego, 
Portland, Seattle and Spokane) are located. In 1946, retail sales totaled almost four billion dol- 
lars in this outside Pacific Coast market. A C. E. Hooper survey of 276,019 coincidental telephone 


calls proves that only Don Lee covers both inside and outside markets. 


THERE ARE PLENTY of people and dollars to draw from in the big, outside audience (where 
4,594,000 of the Coast’s 12,633,200 people spent $3,736,889,000 in retail sales during 1946). This 
outside market gets complete coverage only with Don Lee (the above mentioned C. E. Hooper 


Survey proves it). Put yout show on Don Lee, the only network that blankets all of the 


Pacific Coast audience. 


ONLY DON LEE offers 43 stations (more than twice as many as Network “A”; over three 


times as many as Network “B” or “C”’) to do the job of INsiDE and OUTSIDE coverage. 


DON LEE I$ A BETTER BUY than any other Pacific Coast network because it delivers 
MORE LISTENERS AT A LOWER COST PER THOUSAND radio families. (More than 9 out 


of every 10 radio families on the Pacific Coast live within 25 miles of a DON LEE station.) 


Don’t pull the curtain down on the outside audience. Let them see that you've got something ot 


interest. Put your show on Don Lee, the only network with enough facilities to reach both the 
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inside and outside markets on the Pacific Coast! 


The Nation’ Greatest Regional Network 
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Agency Elects Donnan 


A. McKie Donnan, copy chief 
in the San Francisco office of 
Brisacher, Van Norden & Staff 
since 1920, has been elected secre- 
tary of the agency. He succeeds 
the late Weston Settlemier. 


Brewer Names Selke 


Carl Selke has been named 
sales manager of the Erie Brew- 
ing Company, Erie, Pa., succeed- 
ing the late Edward C. Kalten- 
bach. 


Edgar Stevens 
Plans Second 
Specialty Shop 


Cuicaco—Edgar A. Stevens, 
Inc., Evanston specialty shop for 
suburban women and college girls, 
plans to open a new store next 
summer in Highland Park, IIL, 
another North Shore suburb. 

The second Stevens outlet will 
be a new one-story structure at 


|Sheridan Rd. and Central Ave. 
Its advertising program is ex- 
pected to follow the pattern suc- 
cessfully established by the par- 
ent store in Evanston. 

The Stevens firm (not connected 
with the Charles A. Stevens & 
Co. apparel store in downtown 
Chicago) has emphasized a smart 
but casual intimacy in building its 
specialty sales volume. Planning 
and execution of the advertising 
is handled by Stubbs and Mont- 
gomery, Inc., an “all woman” ad- 


vertising ‘organization which spe- 
cializes in the fashion slant, the 
woman’s angle, and the retail 
viewpoint for both general and 
retail accounts. 


Increases Advertising Linage 


Stevens advertising in the 
major Chicago dailies during the 
past four years has been concen- 
trated in the Chicago Tribune. Its 
linage in the Sunday Tribune’s 
north metropolitan section over 
this span has increased from 30,596 
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BROADCASTING SYSTEM 


( 


THOMAS S.LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mar. 
SYDNEY GAYNOR, General Sales Manager 

5515 MELROSE AVE., HOLLYWOOD 38, CAL. 
Represented Nationally by John Blair & Co. 
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lines in 1943 to 54,713 lines last 
year. 
Stubbs and Montgomery per- 
sonnel sit in on monthly meetings 
with the store’s president and 
buyers to schedule and merchan- 
dise ads for six weeks in ad- 
vance, and aid in the planning of 
departmental budgets and the pro- 
portioning of space. 


Names Henry Tower 
Henry J. Tower, for the past 
10 years in charge of import ac- 
tivities with Associated Merchan- 
dising Corporation for its 24 affil- 
iated department stores, has been 
named import manager of United 
States Foreign Corporation, New 
York. 


Ford Re-Maps Units 

Ford Motor Company has sepa- 
rated its service department from 
its parts and accessories sales, and 
has placed I. L. Pierce in charge 
of service. A. B. Pease will con- 
tinue to direct parts and acces- 
sories, and R. W. Hickl will man- 
age accessories sales. 


THE medium covering 
the new $100,000,000 
business and industrial 
photographic market 


Call or wire collect TODAY for details... 
BOLAND & BOYCE INC., PUBLISHERS 


TOP paid circulation 


and TOP PULL 
in the $500,000,000 


Radio Serviceman 


Call or wire collect TODAY for details... 
BOLAND & BOYCE INC.; PUBLISHERS 


460 Bloomfield Avenue, Montclair 4, New Jersey 
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COLOR PRINTING 
without 
COLOR PLATES 


Use eves that will add sales appeal to 
gs printing. offset or planograph jobs 
x using our inexpensive color process. 

for samples at. prether Tet 
- this AMAZING NEW COLORGRAPH 
PROCESS. Superior 9537 


Colorgraph Process Co. 
241 E. Illinois Street, Chicago 11, Illinois 


Ford Discontinues 
Willson Program 


New York—Meredith Willson’s 
“Ford Showroom,” which replaced 
Dinah Shore in the Wednesday 
9:30 p.m. spot on CBS for the 
summer season, will be dropped 
by the advertiser after the Sept. 
24 broadcast. 

Dinah Shore’s show was placed 
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THE VERITONE COMPANY 
57 W. GRAND AVE., - CHICAGO 10 
WHITEMALL 5957 


through J. Walter Thompson Com- 
pany. The Willson program is) 
handled by Kenyon & Eckhardt, | 
which also produces the new) 
“Ford Theater.” This hour-long | 
dramatic program will premier 
Oct. 5 over NBC with Howard 
Lindsay as emcee. 

Ford’s reversal of earlier plans | 
to carry two network shows this 
fall was said to be caused by re- 
current production difficulties. 
With only the one show, however, 
the company’s air time is up 100% 
over that of last year. 

This cancellation leaves CBS 
with another 30 minutes on its 
hands, added to the two hours and 
25 minutes evening time (as of 
Sept. 8) still unsold on the net- 
work’s schedule. 


Gets Steamship Account 


Kerr Steamship Lines, Montreal, 
a new Canadian shipping firm, has 
named Walsh Advertising, Inc., 
Montreal, to direct its advertising. 
The new company is the Canadian 
subsidiary of Kerr Steamship 


Company, New York. 
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DE WATER ASSOCIATED OL COMPANY 


TIDE WATER BACKS GRID SPONSORSHIP—Sponsoring broadcasts of western 
college football games for the 22nd consecutive year, Tide Water Associated 


Oil Co., 


San Francisco, will use 1,400 of these 24-sheet posters, with announce- 
ment ads in western newspapers and a list of magazines. 


In addition to four 


major nets, Tide Water will use a hookup of independent Pacific Coast stations 
for the broadcasts. 


Elects P. Rankin 


The New York State Magazine 
Representatives Club has elected 
Parkman Rankin, Redbook, as 
secretary-treasurer. Other officers, 
who continue, are George R. Hall, 
Mademoiselle, president, and C. 
Kenneth Wright, Household, vice- 
president. 


IMPLEMENT 
&TRACTOR © 


fn line with the price policy of the industry it hos served 
continuously for 62 years, IMPLEMENT & TRACTOR is not in- 
creasing its present advertising rates. 


All branches of the farm equipment industry have reduced 
discounts and absorbed numerous increased costs in order to 
provide American farmers with production machinery at lowest 
possible prices. As a result, farm equipment is selling today ot 
prices lower than those of any similar products fabricated from 


the same materials. 


IMPLEMENT & TRACTOR likewise is absorbing greatly in- 
creased publishing costs in order to provide advertisers the 
most efficient coverage of the farm equipment industry at the 
lowest possible cost. Circulation has increased 83% since 1942 
to an all-time high of 22,854 (ABC, June 28, 1947 issve). This 
porallels the increase in legitimate manufacturers, jobbers ond 


dealers. 


it is felt that present circulation permits the most effective 
coverage economically possible to all branches of the industry 
~reaching as it does 90.7% of the top volume retailers (those 
operating shops for overhauling farm machinery) and cover- 


ing the manufacturing and distributing divisions intensively, 


with depth of penetration among those producing over 90% 
of the industry’s output. 


IMPLEMENT & TRACTOR has no intention of devicting from 
this basic circulation policy. “Fringe” deal 
circulation of questionable value will not be added for the 
sake of mere numbers, thereby pyramiding publishing costs 
with inevitable increases in advertising rates and diminish- 


s and miscell 


ing returns for the advertising dollar. 


Such sound publishing practices are responsible 
for the fact that IMPLEMENT & TRACTOR leads its 
field in advertising volume. 


22,120 net paid 
83% increase [im 
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No INCREASE IN ADVERTISING RaTEs 


A Statement Of Policy 


$7.01 
per thousand 
35% decrease 


‘Hartford Times’ 
Adds Six-Column 
Page to Editions 


HARTFORD, COoNN.—The Hartford 
Times has adapted an extra six- 
column page to include with its 
regular daily editions—taking care 
of its comics and radio program 
listings, and providing more space 
for advertisers. 

The page, including 12 columns 
of comic strips, cartoons, radio 
listings, some small-size adver- 
tisements, and other features and 
news items, is being printed on 
regular presses, using a 13-inch 
roll of newsprint once considered 
waste by the paper mills. 

Explaining the extra 12 columns 
to readers, the Times said: ‘The 
best part of the trick—and it is a 
trick when it comes to running 
the big presses at high speed with 
such a narrow roll—is that the 
former waste newsprint is not 
counted against the Times in ob- 
taining its allotment of newsprint 
from the mills.” 

Plans call for adding still more 
features to the six-column page, 
which is tucked in among the cus- 
tomary eight-column, standard- 
width pages, the Times announced. 
In the meantime, it said, the 
comics and radio fans can remove 
the page from the paper “without 
interfering with the thorough 
reader.” igi 


To Start New Monthly 


Atlantic Farm & Home Dealer 
a new monthly published by Ware 
Brothers Company, Philadelphia, 
will be launched this month with 
a distribution of more than 3,700 
copies to dealers in farm supplies 
and home equipment along the 
eastern seaboard. The company 
publishes American Fertilizer and 
National County Agent. 


Names Erwin, Wasey 


Erwin, Wasey of Canada, 
ronto, has been appointed to 
handle the advertising of Abbey 
— Salt Company, Mont- 
real. 


Names Albert Woodley 


Brockway Glass Company, 
Brockway, Pa., has named Alber' 
Woodley Company, New York, 4s 
its agency. 
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for operation. He will get men-|the exhibits tents will be com- 


15, 1947 
Big Top’ Men (and |:s%2, 28, tou» tocat oe0aa 
ion on four loca roadcasts, | 
Ig op en an in newspaper and outdoor ads, 
‘ and on a variety of identification 
l| M k B d and attention signs, ranging up to 
Va ee) a e | 40-foot Neon revolving tower 
Z . signs. 
Active selling of the promo- 
— as New Ad Medium tion will be launched early in 
ory December, when blueprints and 
. specifications will go to the agen- 
Road Show Tied to cies of 100 or so leading adver- 
Merchandise Exhibit tisers whom Mr. Courtney con- 
° e siders No. 1 ects. i 
iy on Canvas Circuit roe Sere. eee 
western Cuicaco—The “big tent,” identi- 
— ged principally with circuses and 
te four secondarily with revival meetings, 
stations is making a bid for a major spot 
as a national advertising medium. 
The bid is being promoted by 
’ Manufacturers Exposition, Inc., a 
2S new organization put together by 
John F. Courtney of Geneva, IIL, 
(mn old-time exposition man, with the 
packing of a rather surprising ag- 
ns gregation of carnival men, enter- 
tainers and others, including Rudy 
re Vallee, who has signed an exclu- 
with its sive agreement with Courtney for 
king care appearances under canvas, and 
program who reputedly owns one-third of 
ore space Manufacturers Exposition, Inc. 
As outlined to AA by Mr. Court- 
a ney, the new venture, which he 
+ ead hopes to launch June 1, 1948, will 
“ ca. ony consist of three units: 
aie ond 1 A “road show,” playing) 
aie’ on under canvas, built around a name | 
yo wee star (Rudy Vallee will reportedly | 
ieidored play the first four weeks person- 
: ally, and others said to be signed | 
> eins up include Alan Jones and Chico | 
id: “The Marx), a 14-piece name band, a_ 
a i l6-girl line, a comedian and four 
na i Is @ Biteature acts. In effect a high class 
ae ete variety show, the unit will give | 
_ ‘pe two performances daily and a! 
. at the @ ouple of matinees a week, at the | 
1b 1S not H ustomary admission prices. 
les in ob- 
newsprint To Carry Exhibits | 
— 2. A “big top” or several big | 
mn page, fg PS carrying exhibits of manufac- | 
g the cus- turers or other producers, set up as 
standard- an integral part of the “show” but | 
nnounced. pen from noon to midnight daily, | 
said, the with no admission charge. | 
an remove 3. A similar “big top” for ex-| 
- “without hibits or displays of local mer- | 
thorough chants, dealers of the manufactur- | 
BB: ers, and others. | 
With conventional carnival-op- | 
erator restraint, Mr. Courtney | 
nthly abels the enterprise as the big- | 
ne Dealer gest, most important promotional | 
Ae A Ware Bi cevice to hit the advertising field | 
—_ eth inmany a year. He plans to play | 
than 3,700 f° 20-week season, with one-week | 
m supplies ‘ands, and says attendance at the | 
along the (‘*hibits is sure to hit 10,000,000 | 
» company r more for the season. 


‘tilizer and 


toute for his first operation, start- 
ing June 1 in Houston and pro- 
sey ceeding then to Dallas, Fort Worth, 
aoaas To ‘ew Orleans, Oklahoma City, 
on er a to Jacksonville, Tampa, Birmingham, 
of Abbey Ig anta, Memphis, Nashville, Lit- 
any, Mont- ve Rock, Louisville, Peoria, 
Springfield, Ill., Cleveland and 
Toledo. 
oodley Maximum Fee $2,000 Weekly 
ve Pier For a fee ranging from $500 to | 
a Week. 38 maximum of $2,000 a week, de- 


missionable to agencies. 


Tempo Names Preston 


Hugh A. Preston, formerly sales 
executive of Underwood & Under- 
wood, has been appointed sales 
manager of Tempo, Inc., Chicago 
art studio. 


L. A. Agency Moves 


Jordan & Lo Buono Advertising, 
Los Angeles, has moved its offices 
to 2404 W. Seventh St. 


Jones Forms Agency 


Henry C. Jones, formerly ad- 
vertising and sales promotion 
manager of the 78 C. R. Anthony 
Company department stores, has 
established his own advertising 
agency, Jones & Jones, at 613) 
Braniff building, Oklahoma City. | 
Fred Barr has joined the new} 
agency as account executive. 


Names Export Agency 


Taylor-Reed Corporation, Glen- 
brook, Conn., and Kokomo, Ind., 
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has appointed National Export 
Advertising Service, Inc., New 
York, to handle the export ad- 
vertising of its food products. 


to Chicago conventions. Simply send 
blowups, photos, etc., by mail. We will 
mount, cut out, etc., and install complete 
display iri your booth within 24 to 36 hrs. 


Fred Mees, Bindery, Siicaco io iL. 


He has also selected a tentative 


ending on the amount of space | 
Cupied and the physical char- 
cleristics of the exhibit, Mr. 
-ourtney expects to handle manu- | 
iclurers’ displays from start to| 
lish, providing transportation | 
‘tom city to city, set-up and take- | 
n labor, and all physical fa- | 
ities. The only added expense 
' the manufacturer will be the | 
signment of one qualified per- | 
NM .o man the exhibit, explain 
things work, distribute litera- 
re, talk to customers and deal- 
“Ss, etc. A smaller fee will take 
‘re of local exhibitors, since 
fere will be no _ transportation 
Problem. 


SINCE 


_ For his $500 to $2,000, the manu- 
‘éclurer will not only get a com- 
‘le display under fireproof 
ranvas in a space measuring per- 
4Ps 50 by 100 feet, transported 
“ver a 20-city course and set up 


On the 
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To that 51% of the population in the Heart of America that is urban, 
KMBC has long been the dominant voice of radio. As the basic CBS station 
for Missouri and Kansas since 1928, KMBC has presented the best in net- 
work programming. A four-man news department, a graduate home econ- 
omist, a full-time sports director, a nationally-known woman commentator 
and special features, presented in the public interest, are but a few of the 
many factors which have led to KMBC’s overwhelming acceptance by 
those who reside in the cities. 


arms 


To that 49% of the population included in some 47,000 square miles of 
busy and prosperous farm country, KMBC is recognized as a vital part 
of daily life. The operation of the 500 acre “*K MBC Service Farms’’, where 
developmental findings are passed on to rural listeners, exclusive rights 
to broadcast official market reports direct from the Kansas City livestock 
terminal, a full-time marketcaster, a recognized authority as KMBC’s 
director of farm service, and rural programming presented at times when 
the farm audience can listen have made KMBC a permanent guest in the 
homes of those who live on the farms. 


Oo 


F KANSAS 


1928 — BASIC CBS STATION FOR MISSOURI 
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EXPOSED FIRST 


IN FIELD & STREAM 


A nationally known outboard motor manufacturer, 

using Field & Stream for over 30 years, reports: Fail 
** |. . current results are measuring right up to the Pl 
kind we have long learned to expect from Field & Pra 
Stream. ..”* The many advertisers who make Field P 
& Stream a “must”’ on their outdoor lists will tell a 
you: It’s far more important to reach the key spOrts- 

men than to reach the most people! 


Proof of results from theadvertiser 


*From the testimonial let 


iles of Field & Stream 


EXPOSED SECOND 


AT THE POINT-OF-SALE 


A recent survey among sports dealers 
asked, ‘‘Which outdoor magazines do 
sports dealers turn to for suggestions 
regarding .. . goods to stock... ?’’** 
The dealers’ first choice by a wide 
margin was Field & Stream. This is 
proof of Field & Stream's influence at 
the point-of-sale—and proof of the fact 
that dealers are interested in selling 
products advertised in this magazine. 


Proof of dealer influence 
**From Richard Manville dealer survey 
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PRODUCES 
SALES 


Double exposure means more sales. Field & Stream 
provides ‘‘double exposure.’’ That’s why—more advertisers 
sed more space in Field & Stream for the first 6 months 


tf 1947 and for the past 36 years than in any other 


Sportsman's magazine. 
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The above illustration is a comparison of the adver- 
tising linage carried by the three leading sportsman's 
publications for the first 6 months of 1947. 


THE LEADER — More outboard motor 
advertisers used more space in 
Field & Stream in 1946, and for the 
first 6 months of 1947, than in 
any other outdoor publication. These 
Le advertisers appreciate the double value 


that ‘double exposure” provides. 
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* & & & ONE journal reaches regularly... 


Every 


retail jewelry store in U.S.—100% Coverage 


NJ reaches regularly EVERY 
Retail Jewelry store in U.S. 
listed by Jewelers’ Board of 
Trade except very small stores 
listed as ‘repairers’ — 7,000 
more RETAILERS than are 
reached by the second jewelry 
publication—more RETAIL- 
ERS than are reached by all 
other jewelry publications 
combined! RETAILER.-cir- 
culation exceeds 21,400 copies. 


CHICAGO * NEW YORK 


CHARTER MEMBER 


Because jewelry stores spe- 
cialize in small, portable 
“quality” articles exquisitely 
designed for personal or home 
use — durable articles repre- 
senting not only the ultimate 
in artistic design but also the 
maximum in gracious living, 
manufacturers and importers 
of all suc.. articles should con- 
sider the prestige advantage of 
jewelry-store distribution. 


* PROVIDENCE * ST.LOUIS * LOS ANGELES 


es ee 2 oe 
Federal Reserve Figu 

WASHINGTON — Lower tempera- 
tures in the last week of August 
brought a 14% increase in depart- 
ment store sales over the previous 
week. The Federal Reserve Board 
reports the stores’ business for the 
week ending Aug. 30 at only 2% 
under a year ago. For the two 
previous weeks, year-to-year com- 
parisons showed sales losses of 
about 6%. 

Last year, the department store 
sales index (based on 1935-39 
averages) increased from about 
200 to 281 during August. Last 
month the index rose from 220 to 
242 in the first three weeks, but 
in the last week went up to about 


275, only six points below the high | UNITED STATES.. 


reso 


of August, 1946. 

However, increases in the West 
and Southwest stood out again 
among the reserve districts, all the 
other districts showing losses from 


a year ago. Salt Lake City’s 24% 
gain led the 12th district to a 9% 
increase for the week, and San 
Antonio’s 34% gain put the 11th 
district ahead 8%. Losses were 
reported by other districts, in- 
cluding a 13% drop in the fifth 
district, in which Baltimore 
showed an 18% decline, the great- 
est for any city. 


Yr. to Yr. % Change 

Month Wk, Ending 
Federal Reserve of Aug. Aug. 
district and city July 23 30 
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WATER works! 


Water is the hardest worker on the farm ... ups egg production, fattens 


beef faster, saves baby pigs, makes more milk, insures against fires, cuts chores, 
lightens labor, is a vital profit factor in today’s big business of farming .. . 

is a major modernizer in the farm homes, makes farm life more pleasant 

and satisfying! ... So the latest developments in water systems, layouts 

and operations, well location, tanks, heaters, softeners, outlets ... bathroom 
planning, plumbing, sinks, electric washers are major news for the best 
farmers and their wives ... important enough for the most important farm 
publication to devote more than a dozen articles by experts in its current 
issue on all phases of water, supply and utility. “Running Water on the Farm” 
is a working guide for the farmer ... will sell millions of dollars worth of 
equipment ... merits the attention of all advertisers seeking a better market 


for better merchandise. See SuccEssFUL FARMING, September issue. 


Atomic Acres... Today the Soviet Union, not the U. S., 


has the greatest undeveloped soil resources... four times our 


combined crop and pastureland! ...So we must use soil 
better! “‘Would Our Soil Win Another War?” page 32. 


Wi lai we? Lf f/ 
mS, 


new coat colors on cows. Still experimental, — ee mk aI 
3 ‘4 


New Pasture Patterns... If dairy crossbreeding 


becomes common, farmers will have to get used to 


crossbreeding may have large practical potential ... 

“Take Another Look at the Dairy Crossbreds’’, page 31. 
Most missed market... are the best U. S. farmers in the 

15 Heart states, who read few general magazines, listen lightly 


to network programs ... overwhelmingly prefer SUCCESSFUL 


FARMING, with more than 1,200,000 circulation concentrated 
among agriculture’s top segment with the best soil, best methods, best brains, 
largest investments. SF subscriber’s average 1946 gross income was $7,860 
excluding government payments) . .. $3,252 above U.S. farm average! 

With peak savings of the six best years in history, 
billions in merchandise demands, the SF 
audience is the best class market in the U.S. 
today. No national advertising is truly nationa 
without this market and medium. Get all the 
facts! . . . SuccessFuL FARMING, Des Moines, 
New York, Chicago, Cleveland, Detroit, 


Atlanta, San Francisco, Los Angeles. 


‘DEPARTMENT STOR 
_ SALES INDEX — 


1935-39 EQUALS 100 


Week to Aug. 30, ’47*.p275 
Week to Aug. 23, ’47* .242 
Week to Aug. 31, ’46* .28] 
Week to Aug. 24, '46* .255 
Month of July, ’47*.. .218 
Month of July, ’46*.. . 208 


*Not adjusted seasona lly, 


pPreliminary 


4 0 4 
New Haven ....—9 —15 4 
ae 3 2 11 
Springfield ..... 15 —4 -§ 
Providence ..... 2 -—4 ~§ 
New York District & 1 = 
OWEIE ciciiess 3 —6 10 
po eS rr 7 —17 0 
mew York ...... 9 r4 2 
Rochester ...... 8 r—b 2 
Syracuse ....... 1 —12 13 
Philadelphia Dist... 6 3 3 
Philadelphia .... 4 1 a | 
Cleveland District. S —12 af 
POE baie sv a8 ss 10 —4 ~9 
Cincinnati ...... 7 —12 —5 
Cleveland ....... 11 —18 0 
Columbus ...... 2 —10 —9 
SUE Bawa waes 9 r—20 —2 
| Bitteneregh «.... 3 —11 —2 
| Richmond District.—3 r—4 —13 
| Washington ....—1 —1 —7 
' BOG@RBGPe ....4% —9 —10 —i8§ 
Atlanta District. ..—2 rl —2 
| Birmingham 3 6 * 
ie ee 8 13 . 
0 Oe 4 r2 1 
| New Orleans.... 8 7 . 
| Nashville ....... —8 c—17 * 
Chicago District... 11 r—16 
ChichwG: 252 sacs 9 —20 | 
Indianapolis ... 5 —19 3 
BPOCIGe «us cebaae 13 10 6 
Milwaukee ..... 3 —23 0 
St. Louis District... 6 —9 —& 
Little Rock ....—7 —s —13 
Louisville ...... 6 —6 ——2 
et. £Ois .. iste 10 —12 10 
Memphis .«322% 5 —2 -11 —4 
Minneapolis Dist... 6 . ’ 
Minneapolis .... 0 7 a 
ee | Ber 3 * ® 
Duluth-Superior. 15 * * 
| Kansas City Dist... 5 r—l 3 
ae 4 14 6 
WHEOUMEUM 3.660664 —t —10 -11 
Kansas City.... 5 —§ 5 
St. SGOG0DR. «22... 12 —-N —" 
Oklahoma City... 0 —t —7 
|) a ere 3 —9 -15 
Dallas District... .—1 2 8 
WEE ti ccsleae es —2 —4 1 
Fort Worth .... 7 3 10 
SEOUBCOM 5 csc des 0 —1 
San Antonio ....—8 —5 


San Francisco Dist. °% 
Los Angeles Area 2 5 l 


2 a eee a 7 1 
San Francisco... 1 —l 
POPTTUGDG os <<5 06 4 6 13 3 
Salt Lake City.. 16 15 24 
area 2 14 3 


r—Revised. 
*—-Data not 
e—Corrected. 


available. 


| Appoints Patterson 


| Arthur D. Patterson, formerly 
general sales representative ol 
Aluminum Company of America 
in western New York, has been 
appointed general sales manage! 
of Frontier Bronze Corporation, 
Niagara Falls, succeeding William 
Boyle. 


ABC Names Claiborne 


R. C. Claiborne has been named 
assistant to Ell Henry, publicity 
manager of ABC’s central divi- 
sion, Chicago, succeeding Jerry 
Baxter, who has been appointec 
|; manager of the Chicago office 0! 
Variety. 


. . in the Lyndon report 
covering the advertising business 
Press... January-June, 1946 


f Marketin$ 
The Nationsl Wo ot, chicago 1!" 
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Hom-Art Prepared Jensen to Honig-Cooper | Town.” “Vox Pop,” Abbott & Cos-| Stearns to Move CARE Appoints Arndt 
Jensen Mfg. Company, Seattle . Se ee ee | Bet aJ 1, Fred John Falk Arndt & C 
: R d . t pe Progr >| Henry Morgan, will air recorded between now and van. 1, Fred~- onn aikner m _&o., 
Mixes ed y or rd me 7 sl el- a a IN- | preview portions of the shows in| erick Stearns & Company division, Philadelphia, has been appointed 
N tional Sal ee of paeonoon an ervomen's | Losminute programs on four con- | Sterling Drug, Inc., will complete by the Cooperative for American 
atl es | outer wear, has appointed Honig- | 55° at 5- ~~ ealaa Sept.|a move from Detroit to a new Remittances to Europe, Inc., to 


Cuicaco—A new line of pre-|Cooper Company, Seattle, to | plant in Myerstown, Pa. ‘direct its advertising. 


yared mixes will make its ap-| handle its advertising. : 
yearance in stores across the ——_ Appoints Smotherman 


country next month when Hom-| WENR to Plug Line-up | L. J. Smotherman has been ap- | GIBBONS KNOWS CANADA 


Art Foods, Inc., here begins na- | pointed director of the newly 


* tant : : ’ j i , ; : J. J. GIBBONS LTD. avvertisine © 
‘onal distribution of its products. _WENR, ABC’s Chicago station,| formed public relations depart- : 
"Sines July, when ies tonenie titillated by ABC’s Wednesday | ment of the First Wisconsin Na-| josonro . mowretar s winste e aneiwa « cateae © temonTON + VANCOUVER 


organized company began produc- night line-up of ~Mayor of the tional Bank, Milwaukee. 


tion of its prepared Hot Roll Mix, 
Hom-Art has been testing the mix 
in the Minneapolis-St. Paul and 
St, Louis markets. 

Newspaper copy supporting the 
Minneapolis test appeared twice | 
weekly in the Minneapolis Star 
and Tribune, Minneapolis Times, 
st. Paul Dispatch and St. Louis 


Post-Dispatch. Fifty and 200-line Norge Refrigerate 


Bendix Home Appliances 
i Philco Radio 


ads were used in alternate weeks 
between Aug. 14 and Sept. 9. 

Favorable response from the 
initial tests has led the company a 
to schedule similar tests in Cleve- : a Nyal Drugs 


land and Philadelphia for the roll . a 
RCA Records 


Dayton Tires 


mixX. 
Others Coming Up 


Four other products, devil’s food 7 a : 
cake mix, white cake mix, spice - Iron Fireman 


cake mix and gingerbread mix, an 
are expected to be in production 1847 Rogers Bros. 
Silverplate 


by October. The company has 
completed plans for distributing 
all of them nationally soon after 
near-capacity production is 


call Many of America’s foremost national plant is the largest of its kind in the 
reac . 
Gordon Best Company here has advertisers depend upon “Neon of Lima” world. Our “know how” is grounded in 
been appointed to direct the Hom- f i . ° bois , " . - nid " 
Art account. or illuminated point-of-sale signs. nearly 20 years’ experience in develop- 
Pillsbury Mills, another entry T iness leaders “keep us” for ment of dynamic dealer-sign programs 
in the field, reports that its test hese business leaders P y : sills 
campaigns for a new hot roll mix, their dealer sign service year after year. to fit every size advertising budget. 
third of the company’s prepared . . : 
mixes te wankee the delet, piven They consistently call upon “Illuminated Tell us your needs—sending trade- 
ducing “‘very successful” sales. : ” : : t 
Neteninee as ta ton Sk Sign Headquarters” to supply new signs mark, color scheme, and lettering style— 
markets, Rockford, Canton, O., for new products or additional signs for or our sign program expert will call at 
Charlotte, N. C., and Elmira, N. Y., eae 2 .' . 
have been running since Aug. 1. an expanded dealer organization. your convenience. We'll gladly submit 
Copy ranges in size from 200 to . . 
1080 Meuse. turlee wesley. ced will There are plenty of reasons for this plans and sketches, without charge or 


continue indefinitely. 
Leo Burnett Company here 
handles the account. 


preference. Our modernly equipped obligation. 


WRITE FOR FREE BOOK mp fe 


U. S. Rubber Promotes 


, United States Rubber Company, ee, er ny 
New York, has promoted Russell : . 

Wilks from publicity manager to Magic Chef Ranges ~ 
publie relations director and E. M. : ‘ 
Cushing from supervisor of labor 
relations to industrial relations 
director. 


> 
“Ss . 


aly 


Send for new 24-page illustrated 
book, “Sign Up.” Tells how 
national advertisers successfully 
“localize” their selling .. . shows 
how you, too, can build maximum 
sales with illuminated brand- 
identification signs. Write for 
your copy today! 


— —_— _ hips 3 —s/ Tes : . CLEANERS 
* FACT  ? P| Sa ee -. fo 3 = WASHERS - IRONERS 


The real HOLLYWOOD 


Automobile Registrations 
(1946 —Trading Area) 


246,859 
Hollywood is bigger than St. Louis 
-.. in automobile ownership . . . and 


actually has more car owners than the 
largest city in 40 of the 48 states. As 
with autos and automotive products, 
Hollywood is a huge market for 
everything people buy...a market 
demanding a place on national sched- 
ules... a big, SEPARATE market 
that you can cover only with the 


HOLLYWOOD 


CitizenNews 


"QUALITY Neon and Fluorescent Signs...in QUANTITY” 


New York Office, Circle 57570 + Chicago Office, Ardmore 9400 + Los Angeles Office, Hollywood 8697 


—Notional Representatives 


REPRESENTATIVES IN ALL PRINCIPAL CITIES 
STORY, BROOKS & FINLEY, INC. 
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=f: | Appoints Huntle all of the data up to date, and|phasize the importance of work. 
Pacific Coast | lt Huntl f Y =e Ad Text Goes to bod incorporated new illustra-|ing with the retailer in order to 
O ster Growers odin. maaan ro the Fifth Pri ti | tions and practice material, except | close the gap as far as possible 
Y Herald, Sanford, N. C., has been in Ing |for a few of the classic examples.| between “first and second ex. 


~ ‘appointed secretary of the Wades- NEW York — More det ai led As in previous volumes, the| posures.” 
Appoint Botsford /boro, N. C., chamber of commerce. | treatment of point-of-sale display | subject is treated in five major) McGraw-Hill Book Company, 


SEATTLE — The Pacific C oast| ee land retail advertising are out- sections, the advertising field,|330 W. 42nd St., New York 18, js 
— "7 : a S| A oints Elli n standing features of the fifth edi-| “how to write it,’ “how to dis-|the publisher. The pri is $3.20. 
appointed Botsford, Constantine & | PP 1S Age cy 


; tion of “Introduction to Advertis-| play it,” where to publish adver- | 
Gardner to map plans for its first | Wolfson & Fairclough, Buffalo, | ing » 


'tising, and the operating side of | 
venture into advertising. ee ne sca area oe | In the first revision of the vol- | the business. ee 
The association, including grow-|has appointed Ellis Advertising |U™e€ since 1941, Arthur J. Brew-| In the latter section, agency | tising agency, has moved from 20 
ers, processors, canners and dis-| Company, Buffalo, to handle its ster, Herbert H. Palmer and/| functions, media selection, cam-| Ww. 43rd St. to 14 E. 39th St., New 
tributors located all the way from | advertising. | Robert G. Ingraham have brought! paigns and test copy serve to em-| York. 
Alaska to southern California, in- | — 
tends to start on a modest scale 
but has hopes of overtaking older | 
rivals in the field. First-year 
plans call for radio spots in) 
selected markets, offering recipe 
folders. Copy will stress appetite | 
appeal as well as the high nu-| 
tritional value of oysters. 

Only previous advertising at-| 
tempted by Pacific Coast oyster- | 
men was a highly successful cam- | 
paign conducted in 1933 and ’34| 
for the small, more expensive | 
Olympia oysters. Botsford, Con- 
stantine & Gardner also handled 
that promotion. 

Heavy plantings of imported 
seed last spring, plus an un- 
precedented heavy natural spawn- | 
ing, are said to point to a huge) 
oyster crop that may exceed | 
2,000,000 bushels by 1950. Dr.) 
Trevor Kincaid, University of. 
Washington professor, introduced 
the Pacific oyster in the North- 
west, importing the seed from 
Japan in the early 1920’s. 

The country’s total production 
of oysters is said to be declining, 
although Pacific Coast production | 
has been climbing steadily. Bulk | 
of the coast’s production comes 
from Washington, which now 
claims to be the third largest pro- 
ducer and has set its sights on the | 
top position within two or three 
years. The privately-owned oyster | 
beds are located in Willapa Har- | 
bor, Hood Canal and other Puget 
Sound points. | 


Burroughs to Roman 


Roman Advertising Agency,! 
Baltimore, has been appointed to 
handle the sales promotion and 
advertising of Burroughs Brothers’ 
Mfg. Company, Baltimore, manu- | 
facturer of pharmaceuticals. 


Heads Specialty Sales 


Victor J. Thill has been ad-. 
vanced from vice-president to 
president of Specialty Sales, Inc., | 
New York, national distributor of | 
“QO, C.” candies. 


REACH THE 


half of Cincinnati— Headquarters for Industrial Information 


young, wide-awake read- 330 West 42nd Street, New York 18, N. Y. 
ers who make space 


dollars produce greater 
results. 


incinnati 
Post 
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|vertising rates having been re- 
| fused, proprietors are searching 
|for all corners where the budgets 


Norway's Papers 
Attempt Cost Cuts |;may be trimmed. 


Oe eee ee aed The newspaper publishers have 
lave cue ta pon pb eel the | 28reed to cut returns and waste 
free ’ 


sumber of copies sent to corre- | Sheets in printing by 20%, and an 
pondents and journalists by 50%, intensive drive is planned to col- 
» an effort to meet increased |lect all types of waste paper for 
costs. | repulping. Envelopes will be used 
A request by the papers to price | repeatedly, letters and copy will 
control authorities for permission | be written on both sides of the 
+) increase subscription and ad-| paper, and house advertising is 


|expected to all but disappear from 
the press here. 


'Gets Food Account: 
Adds Slavin to Staff 


Kern Food Products, Los An- 
geles, has appointed the Los 
| Angeles’ office of Lockwood- 
Shackelford Advertising Agency 
‘to handle its advertising. News- 
paper, magazine, trade publica- 
tion and outdoor advertising will 
be used. All radio advertising will 


be handled by the agency’s Hol- 
_lywood office. 

| Bernard Slavin, formerly with 
| Lamport, Fox, Prell & Dolk, South 
Bend, Ind., has joined the agency’s 


copy staff in Los Angeles. 


DeWitt Heads WSM 


John H. DeWitt Jr., who helped 
direct research work for the gov- 
ernment during the war, and prior 
to that was chief engineer of Sta- 
tion WSM, Nashville, has rejoined 
| WSM, Inc., as president. 


——— 


eee | 


Bridging the gap between producer and purchaser requires accurate measurements, 


careful study and intelligent planning. You can’t skimp on dimensions. 
y $ | g | 


It’s your salesman’s job to put the finishing touches on that bridge between you 


and your markets. But it is squarely up to you fellows who call the shots on 


advertising to put the plan and preliminary pieces together. 


And that calls for an adequate advertising schedule full of guts and dominance that will 


accomplish the first steps of manufacturing an order. Only that kind of advertising 


closes the gap between your product and your prospects so your salesman can 


concentrate his time on closing the sale. 


It means placing your story in the publications that are specifically edited for, and 


read by, the men who comprise your markets. In short, it means making full 


use of the kind of publications published by McGraw-Hill. 


ae eS > F 
‘ tea — 
SEADQUARTERS FOR INDUSTRIA 


= 
= 


Y ~~) = 


> 


INFORMATION =— 


ASK YOUR McGRAW-HILL MAN for a copy of the 
folder, ‘‘Meet the Editor,"’ a description of the type 
of editorial operation responsible for the advertising 


effectiveness of McGraw-Hill Publications. 


| 
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CBS Makes Pitch 
for Video Backers 


New YorkK — Columbia Broad- 
casting System, which bowed out 
of studio television a few months 
ago, relinquishing a couple of 
sponsored programs in the process, 
last week served notice on all 
concerned that the network— 
while not returning to studio tele- 
casts—will be back in there fight- 


-ing for the video advertiser’s dol- 


lar. 
First move in this direction was 
the revamping of WCBS-TV’s 


mobile pickup programs with em- 
phasis on commercial appeal. A 
special series of such programs 
is being showcased now by the 
station as a come hither to spon- 
sors. Included are: 

1. A flying school course shot 
directly from an airport, with 
students going through true-to- 
life lessons. 

2. Cooking programs originat- 
ing from a New York restaurant. 

3. Bill Leonard’s “This Is New 
York,” with the camera crew 
picking up colorful spots in the 
city. 


‘Party Line’ Returns 


Also back at Columbia after a 
brief stay at WNBT and making 
a bid for a backer is John Reed 
King’s “Party Line,” one of the 
programs left out in the cold when 
Bristol-Myers dropped television 


from its schedule a few weeks 


| ago. 


Currently CBS has' money 
backers only for the _ baseball 
games—General Foods Corpora- 
tion and Ford Motor Company— 
and some spots. 

Football plans for fall envisage 
a 17-game schedule with pickups 
of clashes at Columbia University, 
the Brooklyn Dodgers and George- 
town University —the latter 
through the Washington Star sta- 
|tion, WMAO. No sponsor has as 
yet been signed for these. 


Gordon Joins Western 


| Mary Lou Gordon, formerly 
| labor relations counselor for Doug- 


llas Aircraft Corporation, has 
joined the Western Advertising 
Agency, Los Angeles, as copy 
| chief. 


| a 
Agency Group to Meet 


The First Advertising -Agency 
; Group will meet in Pittsburgh at 
| the Hotel Schenley, Sept. 15-17. 


TO MR. BIG OF AGENCY 
X OR HIS CLIENT'S 
WORRIED ADVG. MGR. 


@ You said it, brother! It’s a beau- 
tiful campaign, but where in... . 
are the tear-sheets ? 


@ Through 
serving 4-A 
accounts, 


seven years experience 
and their best 
established new 
high records for actual dealer use of 


that expensive Dealer 


agencies 
we have 
Ad Campaign 
you prepare for something better than 
the waste basket 


@ One flat fee per job and we do 


all your “dirty work” of mats. ad- 
dressing. mailing. checking. ete. 
@ One trial will prove why you 
should use this better method, save 
time, payroll, and frazzled nerves! 
100% confidential. Telephone Dela- 
ware 1065, or wire collect for the 
full facts. 

230 £E. OHIO STREET 


SYNDICATE 


CHICAGO 11, ILLINOIS 
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GM Appoints Johnson, _ 
Alsdorf Corporation How to Impr ove 


Mary Johnson has been ap- Annual Reports 


pointed director of demonstration 


training of the home appliance de- Told in Booklet 


tment of G ills, in- : ; 

: rata 9 She cocoate aan sales | New York — Research Institute | amples of corporation statements 
| and demonstration work for the|of America is mailing 40,000) °f Policy, reports on the ‘sales 
Ohio Edison Company, Spring-|copies of a 57-page “How to Tell | dollar,” types of graphs used to) 


,out. Setting the record straight, | 
getting across the story of how | 
| business really works, is one of 
ithe basic steps industry must 
| take, it says. 

The booklet includes many ex- | 


John F. Cuneo, head of the Cuneo Press, is chairman of the 


tribute to Judson S. Sayre’s leadership of Bendix Home Appliances, 


field, O. | Your Company’s Story” report to 


'show relation of profit to income, | 


fourth annual Chicago Horse Show, set for Oct. 3-12. . . As a b 


now celebrating its 10th anniversary, the company’s distributors 
presented him with a Lincoln Continental. The car, to be delivered 


, 4 Se : ( 
A. J. Alsdorf Corporation, Chi-| business executives. It is also pro- | charts showing number of stock- later, was represented by a photograph, signed by distributor prin- al 
cago, has been named to handle|qucing a motion picture on the| holders, ads on companies’ con- | cipals. . . the 
ey al export sales of| subject of preparing annual re-|tributions to their communities,| philip R. Goyert, art director of Roy S. Durstine, Inc., Cincinnati, J |, 
a ports so that employes, stockhold- | etc. ; , _.._ | has joined the faculty of the Central Academy of Commercial Art Pa 
ie ates ers and the public will feel more| It also includes various statistics | jn Cincinnati... Harold M. Bennett has retired as manager of the J 4 
. ‘favorable toward corporations. which can be used to promote the Cine-Kodak sales division of 
Dillard Agency Moves “Many, if not most, of the an-|U. S. economic system, to show Eastman Kodak Co. after 22 yo 
Dillard Jacobs Agency, Atlanta, ’ 2 : F h a ev! 
has moved from the Candler nual reports of American corpo- that employes get more in wages | years with the company. ss 
building to 1206 Spring St., N.W.|rations represent a degree of in-| than stockholders do in dividends, | Bill Heusner, research dir. of B . 
efficiency which management|ete. The booklet is liberally | Pabst, is off to Guatemala for oa 
| would never tolerate in other |Sprinkled with reprints from cor- | his vacation. He says he likes ” 
| FREE crease reader- |} company operations,” Research|Poration annual reports and ad- | Guatemala particularly because rs 
ship of your ads : ’ . | 49 . co 
with LIFB-like EYE* || Institute declares. vertisements. it’s difficult for the office to get i |i, 
by go ge One of the biggest leaks in epeapetoanin gees a phone call through from Chi- re; 
where 100 new subject business costs and in production | Gets Bali Bra Account | mh pet eng 4 ee ir 
| onthly. } ’ 
| Print plea at twee || oems from employe antagonism | ai Brassiere Company, New | : na 
Write for new FREB||Or indifference toward the job,| york h d the New York | sl 
proofs No. 106. No oblinn : ork, has name e New York | 
| tions. EYE*CATCHERS, || \Oward the company, toward busi- | office of Brisacher, Van Norden & | James R. Record, m.e. of the se 
| 10 E. 88 St., N. ¥. C. 16. || ness in general, the booklet points | Staff to handle its advertising. | Fe; Worth Star-Telegram, ob- wi 
a served his 40th anniversary J . 
-] . | with the paper Aug. 25. . . Ty- zi 
| | rone Power, on the first leg of J ¢, 
his flight to Africa, set his DC- of 
| | 3 plane down in Dallas for a 2i 
| visit with Lee Segall, gen’ N 
| | mgr. of KIXL, with whom 


the 


nation’s | 


Power shares an interest in the 
station. .. 

Labor Day came one day al 
early for the Felix B. Streyck- zi 
mans, bringing John Felix cl 
Streyckman to Evanston Hos- te 
pital Aug. 31. Felix B. is man- si 
aging ed of the Kiwanis Maga- a 
zine, Chicago. . . Al Dryer, J. 
Walter Thompson Co., New st 
York, one of the best known 0 
media men in the business, was b 


| IN HAWAII—Cornwell Jackson, vice- 
| president in the Hollywood office of 

finest | J. Walter Thompson Co., and the for- 
| , mer Gail Patrick, movie actress, on 
| _ their honeymoon at the Royal Hawaiian 


Hotel. the first Eagle Scout in the 

| state of Connecticut, and the 

| winner, at 15, of merit badges the full length of his arm. One of 

his contemporaries reports that Al was a clean little boy and never 

wiped his nose on his sleeve because of his badges. . . 

J. E. “Woody” Woodland, v.p. in charge of sales for Detecto ( 
Scales, Inc., is back at work in Brooklyn after an illness of several 

| months. .. Lloyd Yoder, mgr. of KOA, Denver, is serving as aide 


‘Typographic 


to Gov. Knous on the governor’s Colorado team for the annual one- 
shot antelope hunt between riflemen of Colorado and Wyoming. .. 

Vince Francis, ABC network sales representative in San Fran- 
cisco, has a new interest—Kirk Huntly Francis, born Aug. 27... 
| The American Meat Institute awarded gold buttons to five veterans 
| of the packing industry for their 50 years of service: Harry D. Op- 
| penheimer, pres. of Oppenheimer Casing Co.; Felix Gehrmann, v.p., 
} 
| 


Reliable Packing Co.; Nicholas Rabig, Wilson & Co.; Charles Wood- 
row, Wilson, and Philip Chelstrom, Swift & Co... 

Anson E. Meanor, 
Chicago district man- 
ager of American 
Machinist, crashed 
the editorial pages of 
the Aug. 28 issue 
with an expert ap- 
praisal of the best 
places for visitors to 
the Machine Tool 
Show, later this 
month, to eat... 

Levering Cart- 
wright, who has suc- 
ceeded his father, 
Charles M. Cart- 
wright, as editor of 
| the National Under- 
| writer, Chicago, has 
followed the latter’s 


footsteps closely, in- 
cluding earlier work 
on daily newspa- 
pers... . 

Photographs taken 
by B. G. Davis, pres. 
of Ziff- Davis Pub- 
lishing Co., on a 32,- 
000 mile aerial world 
tour are on exhibit on 
the 7th floor of Mar- 5 
shall Field & Co., Chicago. . . Salesman Charles Burge, of KXOK, 
St. Louis, is the father of a daughter named Beverly Jo, born Aug 
20: 4.% 

W. H. Goan, mgr. of Station WAYS, Charlotte, N. C., will direct 
an advertising school to be held by the Charlotte Adclub. He pla: S 
to call on the nation’s top admen to lecture at the classes. . . T” 
Navy Department has advanced F. E. M. Whiting, pres. of Licensed 
Beverage Industries, to the rank of vice admiral on the retired list. 
Adm. Whiting was chief of Navy public relations in Washingto" 
during the war... 

Now in London to study the potential impact of the 48 Olymp'< 
games on foreign commerce is Theodore L. Deglin, Deglin, Wooa 
& Malone prexy, New York. He will visit Scotland and Franc 
before returning to the U.S... 


Monsen * Superior 1223 
SPANKING NEW — R. S. Kingsley, publisher 
Kenosha, Wis., Evening News, starts the papers 
new Goss color press as the News celebrated com: 
pletion of a $250,000 modernization project with 
open house for admen and publishers. 


Chicago 


ILLINOIS STREET, 


22 EAST CHICAGO 11 


Monsen « 


4 Los Angeles 


j 928 SOUTH FIGUEROA STREET, LOS ANGELES 15 
F: 


Trinity 8754 
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) More 4-Color 
Drives Mapped 
by Kathryn, Inc. 


Curcaco—Harry and Kay Dau- 
the husband-and-wife team 
that sold the big Lustre-Creme 
shampoo business to Colgate- 
Palmolive-Peet for a reported $5,- 


mit, 


900,000 last November, are just as | 


deep in the toiletries business as 
ever. 

Recently, Kathryn, Inc., their 
new organization, launched a big 
campaign for “Forever Amber” 
perfume and cologne, using full- 
color pages in more than 30 na- 
tional magazines. Now they are 
ready to launch separate heavy 
irives for two new products they 
have developed here. 

“Nu-Youth” hormone cream, 
selling for $1 per 1%4-ounce jar, 
will be backed this fall with full- 
color, full-page ads in 27 maga- 
zines. The list includes Look, The 
Saturday Evening Post and “most 


of the largest women’s maga- 
zines.” This campaign breaks in 
November. 


‘Cremepact’ Drive Readied 


Then, the following month prob- 
ably, it will start a national maga- 
zine drive for Cremepact, a $1.25 
cream makeup in a compact. This, 
too, calls for full-color pages in a 
similar list of publications, as well 
as cooperative radio and newspa- 
per ads. The product, priced 
somewhat below cream makeups 
of other national distributors, will 
be sold in an amber plastic com- 


pact. It will be offered in four 
shades. 
Initial copy in newspaper ads 


used by dealers on ‘“Nu-Youth” 
says: “What woman hasn’t wond- 
ered, ‘What will hormones do for 
my skin?’ Now you can find the 
answer.” 
7,500 international units per ounce 
of “Gynestrol” estrogen, with a 
lanolin base. The cream makeup 
also has a lanolin base. 

Kathryn, Inc., 


in dated boxes; Forever Amber 
sun tan oil and hand cream; Su- 
Do leg makeup, 
men’s toiletries under White 
Blouse and White Shirt brands. 

The Daumits retained title to 


1000 PHOTOS SELECTED 
FROM OVER 500,000 IN FILE 


Many an adman has waited a long time 


it at last it’s here.. 
lone by Gelatin-Gravure... 


ipply is limited... 

(that’s to 

f you right after September Ist 
1947. 


KAUFMANN & 
425 SOUTH WABASH AVENUE 


3 
CHICAGO 5, ILLINOIS 


CBP and MAIL TODAY! 


mann & Fabry 


Co. 1 
So. Wabash Ave., Chicago 5, IIlinois ! 
| 


at the time of their sale of Lustre- | 
Creme to C-P-P. Eileene Ober-| 
ling has been appointed advertis- 
ing manager. 

Hill Blackett & Co. handles the 
Kathryn account. It was formerly 
agency for Kay Daumit, Inc. 


Plans Stocking Campaign 


Rosedale Knitting Company, 
Reading, Pa., through S. Duane 
Lyon, Inc., New York, will launch 
a campaign starting Sept. 15 to 
/promote Rosedale stockings with 
the new Mitre heel. Radio par- 
ticipation on women’s programs 
|'in 14 key cities will be used in 
the initial campaign. 


Cecil Handles ‘Queen’ 


Cecil & Presbrey, New York, is 
the agency handling “Queen for 
a Day” and “Hearts Desire” day- 
time radio advertising of Philip 
Morris & Co., rather than the 
Riow Company, as erroneously re- 
ported in AA, Sept. 1. 


Sponsor Ad Course 


The 11th annual practical ad- | 


vertising course, sponsored by the 
Chicago Federated Advertising 
Club and Women’s Advertising 
Club of Chicago, will begin Sept. 


15 and end March 8. The course | 


consists of 23 talks about adver- 
tising, merchandising, 
and selling, four advertising tours 
and five clinics. Lectures will be 
given at Kimball Hall, Chicago, 
6:15-7:45 p.m. 


Campbell Advanced 


McCulloch Campbell, formerly 
Pacific Coast representative of 
Collier’s, has been named West 
Coast manager of Crowell-Collier 
Publishing Company, succeeding 
the late Milo T. Gates. 


Gets Clothing Account 


Seberhagen, Inc., Philadelphia, 
has been appointed to direct the 
advertising of Jackson & Moyer, 


| Philadelphia clothing company. 


marketing 


Offers Consumer Survey 
| The Illinois Daily 
| Markets, Springfield, Ill., on Sept. 
20 will release its second annual 
| Illinois Consumer Analysis cover- 
|ing 41 Illinois markets. The sur- 
vey will contain findings from 41 
individual markets and will be 
printed in 15 volumes. 


Newspaper 


! 


] 


} 
| 


Send for circular and price 


ing many of them. 


Room 726, Ili W. Jackson Bivd., 


57 W. GRAND AVE., 


THE VERITONE COMPANY 


° CHICAGO 10 
WHITEHALL 5957 


Subway Poster Designed by 


Otis SHEPARD 
CHICAGO 


Art Director of the Wm. 
Wrigley Jr. Company, 
Shepard has won many na- 
tional awards. One of 
America’s foremost poster 
designers, he has pioneered 
in modern poster treat- 
ments in this country. 


The product contains | 


also is promot- | 
ing Forever Amber lipstick at $1, | 


and a line of | 


Forever Amber and White Shirt | 


. beautifully | 
covering 
i multitude of classifications. Of course 
the so send us a 
eliminate curiosity- 


eeh rs) or your order or the 
l} on . no red tape... it’s yours 
r buck! And it'll be mailed to 


FABRY COMPANY 


New York Subway system deposits customers- 


| Ke 
& 
| my — o * . © Order for your 
ock Photo 00 
i, | ' 
a! Pes werwrrrrr rrr i rrr rrr ts | a month: COVERAGE 
| DD 20s ayeterdsasdeesssevesceesencess | 
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] ANY eee eee eee reese eeeeeeeeseeeeseeees 


No. 5 of a Series of New York Subway 


od 


@ RAILS T0 SALES 


‘ 

r 
% 
ie 
Phe 


Subway advertising offers a combination unique in New York: COLOR 


WAY POS 


Rails to Sales . . . Subway Posters! Yes—every train that 


TERS 


Bore. hy A es 


SA 


yes, people with money to spend 


9 out of 10 New York adults are subway riders. 


NEW YORK SUBWAYS ADVERTISING COMPANY, INC,, 


630 FIFTH AVE.. 


all you want: REPETITION 


NEW YORK 


almost at 


2(), 


the 


rumbles through the labyrinth which is the 
very 
doors of the stores where subway-advertised goods are on sale. It’s a daily store-door delivery of customers. 


26 times 
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Women Tune in 
Soap Operas; but 
Do They Listen? 


; that the American housewife is|executive of the 
'“an amazingly consistent creature | Mart, Chicago. 

|in her daily habits.” | 1 er eae ager 
'_—40%—of those interviewed were | Joins Newby & Peron 
| busy feeding their babies between 
/8:15 and 8:30 a.m. after kissing 


Nearly half 


| Lawrence V. Snyder Jr., for- 
merly assistant manager of the 


Advertising Age, September 15, | 947 
Merchandise | direct the advertising of Metallic 


Yarns, Inc., Providence, manufac- 
turer of metallic yarns and 
threads. Trade publications will 
be used. 


New YorKk—Lots of women may their husbands goodbye for the | Chicago office of Melamed-Hobbs, Platt-F orbes Appoints 


tune in the morning soap operas | 
regularly, but it doesn’t neces- | 
sarily follow that they are listen- | 
ing in rapt attention to the trouble | 
of the serial heroine. 

So concludes Yoell Index after 
its first continuous survey of radio 
listening habits. 

Peak for sets in use for the 
morning hours was found to be 
11:30 to 11:45 a.m., with 62% of 
the radios set for dramatic pro- 


grams. However, 25% of these | 
housewives were outside—garden- | 
ing, hanging up clothes, watching | 
the baby—while the radio blared | 
away unheeded. Another 8% were | 
in the kitchen—too far away from | 
the program to be able to identify | 
the station, sponsor or the char- | 
acter emoting. 

As an interesting sidelight of the 
study, Yoell solemnly reported 


in 9 out of every 10 
IOWA FARM HOMES 


Ess 


world’s richest farm market 
with its state farm paper 


Wallaces’ Farmer and lowa Home- 
stead blankets intensively the rich 
farming area between and along the 
great Sioux, Missouri and Mississippi 
River valleys. It reaches better than 
90% of lowa’s 209,000 farms... 
with additional coverage in neighbor- 
ing counties... more than 270,000 
altogether. It is in this rich area that 
income per farm is highest (more 
than twice the national average) and | 
it is in Wallaces’ Farmer and Iowa 
Homestead that buying power per 
reader is greatest. For farm circula- 
tion where it counts...use farm- 
delivered, farm-read Wallaces’. 


WALIACES FARMER 


low a" Homestead 


day. 


Names Bert Lange 


Bert J. Lange, formerly secre- 


Council, 


New York, has 


has joined Newby & Peron, Chi- 


James C. Brown, account ex- 


| cago, as copywriter on major food! ecutive in the Hartford office of 


and appliance accounts. 


tary of the Home Furnishing Style Names Louttit Agency 


been T. Robley Louttit, Inc., Pro 


named special sales development) dence, R. I., has been named 


Platt-Forbes, has been transferred 
to the agency’s newly formed 
Miami branch to serve in an ex- 
ecutive capacity. L. Frank Arthur 
vi-|has been appointed special as- 
to| sistant to G. Frank Sweet, vice- 


| president. Jean Osborne has bee, 
|named production manager, « ffec- 
| tive Oct. 1. Mr. Arthur and My; 

Osborne will be located in the 
| Hartford office. 


| 


] 


Changes to Letterpress 


Sun-Up, San Antonio, effective 
with the November issue wil! }. 
printed by letterpress instead 9; 
offset. There will be no change 
in mechanical requirements othe, 
than that cuts must be supplied 
instead of original art-work a 
previously required. 
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Victor Introduces 
New ‘Lite-Weight’ 
13 mm. Projector 


\AVENPORT, IA.—Victor Animat- 
ocraph Corporation this month 
begins advertising a new Victor 
Lite-Weight 16 mm. sound film 
pr jector. 

The 33-pound portable projector 
is designed for use in the home, 


ischools and by salesmen. Adver-| auditoriums and for larger audi- | 
tising will include space in na-| ences. 
tional magazines, in educational,| L. W. Ramsey Advertising 


religious and business publica- 
tions, and cooperative space in ——e 
newspapers throughout the U. S. 

Ads and direct mailings will utilize | Olds Opens Four Zones 
silver metallic ink to symbolize! The Oldsmobile division of Gen- 
the aluminum styling of the Lite- | al Motors Corporation, Detroit, 
Weight projector. | Bas reopened three zones which 


| Agency here handles the account. 


. were discontinued during the war, 

Victor, a division of Curtiss- | |and has opened a new one. The 
Wright Corporation, introduced a| three reestablished zones are Ok- 
heavier model, the Victor Tri- 


, 1- | lahoma City, with T. M. Hager as 
umph 60, last spring, for use in| manager; Memphis, Harry R. Lee, 


manager, and Charlotte, N. C., 
William Escher, manager. C. W. 
Schultze has been named manager 
of the newly formed Des Moines | 


| zone. 


Mergenthaler Ups Two 


Walter B. Patterson, director of 
agencies, will become director of 
advertising of Mergenthaler Lino- 
type Company, Brooklyn, effective | 
Nov. 1, and Harry L. Gage, vice- 
president in charge of sales, will | 
become linotype consultant on the 
graphic arts, as of Dec. 1. 


: eae , 


} 
| 
| 


| 


| 


' touched by mass advertising tech- 
/niques,” 
| phasizes in a recent pamphlet. 


| by a Harvard professor using 1939 


,fact, as Nation’s Business shows, | 


Than the Consumer 


( Advertisement ) 


Business Market 


31 
‘| Capper Names Wilson 


Frances E. Wilson, home eco- 
| nomics specialist, has been ap- 
pointed home editor of Michigan 
| Reresar and the Ohio Farmer, 
published by Capper-Harman- 
Slocum, Inc., Cleveland. She suc- 
ceeds Lucile Smith, who has been 
named women’s editor of Capper’s 
| Farmer, Topeka. 


Burbach to Pathescope 


George M. Burbach Jr., has 
joined the staff of Pathescope Pro- 
ductions, New York, producer of 
industrial and educational films. 
Previously he worked for NBC 
and McCann-Erickson. 


‘4 Times Richer’ 


Rates Mass Advertising 
Methods for Record | 
Sales Opportunity | 


New YorkK—Although the busi- 
ness market is four times as large | 
in dollar potential as the con- | 
sumer market, it has “hardly been 


Nation’s Business em- 
The ratio, based on studies made 


figures as a typical pre-war year 
is believed to obtain today. In 


because ‘“‘the consumer market al- | 
ready has experienced remarkable 


Chapman Joins Ad Fried 
red Chapman has joined Ad 


F 
| Fried Advertising Agency, Oak- 


\land, Cal., as account executive. 


In Old 


Vienna 


expansion, ” the relative potentials | 


| greater than before. 


| 


| doubled. 


'of experience,” the pamphlet con- 
tinues, that “millions of messages | 
spread before consumers bring | 
They know they. 
| need the favorable national opinion | 


/mediate prospects before they can 


in the business market are pitas 

When the consumer market was | 
$70,000,000,000, the business mar- 
‘ket was about $300, 000,000,000. By 
'1946 the consumer market has 


“Consumer product advertisers 
have learned through long years 


them mass sales. 


of many persons who are not im- 


‘hope to capture the mass market. 


| 
| 


“This same mass technique can 


|be applied with great success in 


| the 


far larger $300,000,000,000 


| business market.” 


Among business market adver- 


|tisers who on this technique “al- 


ready have made their names first 
in their fields” Nation’s Business 
cites Timken in roller bearings; 
Hammermill in printed forms; 
Nicholson in files, and Toledo and 
Fairbanks-Morse in scales. 

‘More and more business mar- 
ket advertisers, instead of trying 
to reach ‘just the right men,’ 
Nation’s Business points out, “are 
going to seek to sell all business 
men. Then the top million men 
in the business market, customers, 
prospects, and thousands of as- 
sociates, all will know and favor 
their products. 

“By using just one business 
magazine, Nation’s Business, you 
can put more than six-hundred 
thousand messages a month in the 
hands of men in business from 
one end of the country to the 
other. 

“By using Nation’s Business, 
Business Week, Fortune and U. S. 
News once a month for a year, 
you put to work in the business 
market more than 15,000,000 sell- 
ing messages about your business 
and its products.” 

Paid circulations of the four 
are: Business Week, 175,000; For- 
tune, 235,000; Nation’s Business, 
600,000, and United States News, 
300,000. The total of the four 
1,310,000. 

The black-and-white page cost 
is: Nation’s Business, $3,000; L 
News, $2,400; Fortune, $2,750, 
Business Week, $1,575. 

The combined rate for a page a 
month in all four magazines is 
about $9,725. “That,” says Na- 
tion’s Business, “means 1,310,000 
pages a month, more than 15,000,000 
pages a year —circulating in the 
richest of all markets— may be 
had for only about $116,000.” 

Nearly two score “substantial 
advertisers already are buying 
schedules in all four of these busi- 
ness Magazines.’ 


is 


and 


could mean a 
Viennese waltz 


Wut IN DALLAS 
—FORT WORTH 


it’ 
1 STATION 


WFAA 
2 FREQUENCIES 
820 - 570 
3 NETWORKS 
NBC - ABC and 


Texas Quality 


-3 to 
SELL the ee te 


WortH MarKeET with 


WFAA 


radio service of the 


It’s as easy as 1- 


Dallas Morning News 


Represented Nationally by 


EpwarpD Petry & Co., INc. 
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ASK JOHN BLAIR 
In Columbus It’s 


163,550 WBNS FAMILIES IN CENTRAL OHIO 


Boyce Names Mitchell 


John C. Mitchell has been 
named sales promotion director of 
Maynard Boyce, Inc., Los An- 
geles, transit advertising com- 
|pany. He was formerly in the 
publicity department of Warner 
| Bros. studio. 


‘Forward Changes Name 


Forward Advertising, Philadel- 
phia, has changed its name to 
| Leonard F. Fellman & Associates, 
|and has opened a New York 
| branch office at 989 Sixth Ave. 


‘To Royal & de Guzman 
Solar Light Mfg. Company, Chi- 


Advertising Age, September 15, (947 


ANA’s Paul West 
Gives Radio Hints 
on Future Needs 


New York —Continuance of | regimentation of radio by self 
bench-mark statistics by BMB, a | provement. 


validated yardstick of program 
audience listening and minimum 


talent fees are listed by Paul B. 


West, president of the Association 
of National Advertisers, as musts 
|for radio’s future development. 

_ In a statement made in connec- 
| tion with the impending NAB con- 
vention, Mr. West pointed out 


| that radio is becoming an increas- 


‘cago, manufacturer of fluorescent | iM8!y competitive advertising me- 


‘lighting fixtures, has placed its 
advertising with Royal & de Guz- 
man, New York. 


'dium, with more stations and 
other media making their bids for 
a larger slice of advertising ap- 


She has a picture 
in her mind... 


McCall's editors 


When a woman shops... 
choosing with 

discerning eye 

her favorite brands... 

with imagination’s aid 

she’s looking far beyond 

the bright array of labels, 
the bins so neatly stacked, 
the price tags on the shelves. 


a tantalizing vision... 

that guides her purchase 

of all the things it takes 

to make a wondrous new dessert 
for family treat or party fare 
that she saw pictured in 

her favorite magazine. 


know how to implant 

these mental pictures 

that so compellingly 

send women in more than 
3,500,000 homes 

off on buying expeditions: 
McCall's Magazine, Adv. Dept., 
444 Madison Ave., New York 22 


| 
| 


propriations. 

The ANA president also ©¢ teq 
the necessity for equitable lim:t 
tion of time, frequency and c)har- 
acter of commercials and 
structive resistance to govern) 


Based on Council Studies 


Mr. West’s suggested improve- 
ments for radio were based 9) 
studies made by the ANA’s Radi 
Council, which is directed by, 
governing committee composed o{ 
10 sponsors. 

He listed the aims of the coun- 
cil as study of the following: 

1. Research of all types—aiti- 
tude, station and program audi- 
ence measurement, sales results. 
etc. 

2. Technical questions relating 
to minimum term contracts with 
various talent organizations. 

3. Questions on which  col- 
laboration is requested with NAB, 
Four A’s, etc. 

4. Legislation or government 
regulations. 

5. Development of _ television, 
FM and facsimile. 

Mr. West suggested that the 
council believes radio should have 
a “yardstick of program audience 
listening, in the establishment and 
supervision of which advertisers 


| will remain in charge of the com- 
| pany’s activities in Cleveland 


collectively would have a voice.” 

He said the group favors talent 
scales ‘which, while fair, are not 
|inequitable nor so high as t 
|standardize rewards and make 
only established top artists worth) 
of consideration for network and 
| transcribed shows.” 


Hotpoint Names Three 


Fred J. Walters Jr., formerly 
vice-president of General Electric 
X-Ray Corporation, has _ been 
named to the newly created post 
of manager of industrial relations 
of Hotpoint, Inc., Chicago. Hollis 
C. Doss, formerly Kansas City 
sales manager of the appliance di- 
vision of Enterprise Wholesale, 
Inc., has been appointed manage! 
of the kitchen sales division, and 
Frank L. Sacha, formerly execu- 
tive representative of the com- 
pany in Washington, has _ been 
named manager of Hotpoint’ 
newly formed water heater divi- 
sion. Both will make their head- 
quarters in Chicago. 


Boosts Grosvenor 


Walter B. Grosvenor, account 
executive, has been appointed 
manager of the Cleveland office o! 
Beaumont & Hohman. T. R. Mc- 
Cabe, executive vice-president. 


Now Levy Advertising 


Hyman Levy, Advertising, New- 
ark, has changed its name to Levy 
Advertising Agency and _ has 
moved to larger offices at 85! 
Broad St. 
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: 4 i NG You need today’s facts and 
NSS NY SEQ figures on Philadelphia— 
‘ America’s 3rd Market 


WOMEN’S CLOTHING STORE ADVERTISING 


Philadelphia Daily Newspapers Six days only (exclusive of Sunday) 
(INES CH AUNDRED-THOUSANDS 
to 


802,511 
687,183 


276,851 


OAILY 6 DAYS 
SOURCE MEDIA RECORDS 


$1,041 


1937 1947 
15" 6 MONTHS 1" 6 MONTHS 


It’s a famed woman’s prerogative ... to change her mind. And in 
Philadelphia she’s changed to THE INQUIRER! That’s why, today, in 
advertising directed to women...as well as in total advertising, 
S THE INQUIRER is first. To win sales and win women in Philadelphia, 


put your advertising in the paper that is out front in popularity... 


and in PRODUCTIVITY! THE INQUIRER. 


TELL IT IN THE MORNING...TELL iT IN 


Che Philadelphia Inquirer 


NOW IN ITS 14TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


—e: es 
: DAILY . . . OVER 700,000 
SUNDAY ...OVER 1,000,000 
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Tourist Ad Dollar 
Brings in $200, | 
Connecticut Says | 


HARTFORD, CONN.—Each adver- 
tising dollar utilized to lure out- 
of-state vacationers “produces 
more than $200 in additional 
revenue,” but Connecticut spends 
less money to advertise its indus- 
trial and recreational opportunities 
“than practically all of our neigh- 
boring states.” 

That comprises the situation 
depicted in the annual report of 
the Connecticut Development 
Commission to Gov. James Mc- 
Conaughy, which shows that most 
of the commission’s $211,992 ex-| 
penses for the past fiscal year | 
went for personal services. Only | 
about $50,000 of the total was | 
used for advertising. 

Thirty-seven of the 48 states 
use some form of state advertis- 
ing, the report continues, and 
“Connecticut’s appropriation for 
this purpose is among the smaller 
ones.” 

“Since Connecticut is predom- 
inantly an industrial state, and 
since all phases of the state’s 
economy are affected by indus- 
trial production and _ industrial 
employment,” the report says, ‘‘the 
larger part of the advertising fund 
is used for long-range industrial 
advertising.” Such promotion 
“must be continued over a long 
period to be effective, and cannot 
be stopped and started from year 
to year without great loss of effec- 
tiveness.” 

About 10% of the ad funds are 
used annually to attract New 
York vacationers to Connecticut. 


Publication Names Cobb: 
Publisher Handles Ads 


Western Printer & Lithographer, | 
Los Angeles, has appointed How- | 
ard R. Cobb, 475 Fifth Ave., New | 
York, as its representative in the | 
New York area. 

Jim Hood, formerly advertising | 
manager of the publication, is no | 
longer associated with the firm. | 
The advertising is handled | 
rect through the office of the pub- | 
lisher, C. J. VerHalen, at the) 
publication’s new offices, 4471 Sun- | 
set Dr., Los Angeles. 


| 


Frost Heads K&E, Canada| 


William J. Frost, formerly na- 
tional advertising manager of the 
Toronto Daily Star, has joined | 
Kenyon & Eckhardt Ltd., Montreal, | 


as manager of Canadian opera- 
tions, effective Sept. 28. He has 
been with the Star since 1938, 
coming to the paper from R. C. 
Smith & Son, Toronto agency. 


Johanson Joins Doremus 
Carlton A. Johanson, formerly 
manager of advertising and public 
relations of Rheem Mfg. Company, 
has joined Doremus & Co., San 
Francisco. He was associated with 
Livingston B. Keplinger, San 
Francisco advertising consultant, 
for 10 years before joining Rheem. 


Bendix Appliances Names 
Levin & Co., de Lara 


Levin & Co., Sydney, Australia, 
has been named Australian dis- 
tributor for Bendix Home Appli- 
ances, South Bend. Because of 
restrictive tariff regulations and 
the dollar exchange between Aus- 
tralia and the United States, Ben- 
dix will ship to the Australian 
market from the company’s Lon- 
don plant. 

Arthur Perez de Lara, a de- 
signer in the engineering depart- 
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ment, specializing in home laun- 
dry equipment, has been appoint- 
ed sales and service manager in 
Latin America. 


AMA Group Elects 


The Northern New Jersey Chap- 
ter of the American Marketing 
Association has elected E. H. Car- 
gen Jr., Sales Affiliate, president. 
Other officers are: Robert P. San- 
born, Hyatt Roller Bearings, and 
Donald Dean, Rubberset Com- 
pany, vice-presidents; Ruth De- 


Witt, Rubberset Company, cor. 
responding secretary; Betty Jane 
Barnett, Bristol Myers Company, 
recording secretary, and Serge 
Morosoff, Pacific Mills, treasurer. 


Appoints Playfair 

Robert Playfair & Associates. 
Boston, has been named to handle 
the advertising and publicity this 
fall in eastern United States for 
the Dick Powell National Flight 
System. Operations headquarters 
in the East will be at the Aviation 
Training School in Boston. 


IF Setrit § 


WHAT do you ask of your 


TEST MARKET CITY ? 


Match your demands against 


ASHEVILLE 


NORTH CAROLINA 


and youll 


New market f 


Nepresev 


SHEVILLE 
CITIZEN + TIMES 


all cities and towns are changing . . . growing 
...in population, physically, economically, culturally and 
as a major American market. 
HOUSEHOLD, with its program of planned action, is 
stepping ahead, too, to maintain its recognized leadership 
in the small city and town market. 
That is why we are making major improvements in format 
and design—changes that will make HOUSEHOLD even more 
interesting to readers, and more productive for advertisers. 


@ 2,000,000 circulation ...an all-time high! 


Advertising volume 25% over 1946 
...another record smasher! 


@ 


Reader response to advertising greatest in 


Market purchasing power highest in history 
...in small cities and towns! 


HOUSEHOLD history! 
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Appoints Bawden V.P. 
Fred J. Bawden, formerly presi- 

dent and general manager, has 

been appointed vice-president in 


charge of engineering sales of. 


Corman Engineering Company, 


Toronto. 


To House of Twiss 


Forest Air Products, Nutley, 
N. J., manufacturer of Forest Air, 
a wick-type deodorizer, has placed 
its advertising with the House of 
J. Hayden Twiss, New York. 


Names Schmidt A.M. 
A. W. Schmidt has been ap- 


New York League 


pointed advertising manager of Hits ITU Policy 


LaPlant-Choate Mfg. Company, | 
Cedar Rapids. He has been in the | 
company’s sales division for some | 


time. 


Maltcrest Picks Agency 


Metropolitan Brewing Company, 
New York, has appointed Deutsch 
& Shea, New York, as agency for 
Maltcrest Brew, a near-beer bev- 


erage. 


of “No Contract’ 


New York — The International 
Typographical Union’s recent ac- 
tion adopting a “no-contract” pol- 
icy, to avoid Taft-Hartley Act 
closed shop and other provisions, 
will be more serious for employes 
than for management, the Printers 


League Section of the New York 
Employing Printers Association 
declares. 

The league represents printing 
plants here in city-wide collective 
bargaining negotiations. 

The league observes that offi- 
cers of the ITU appear fully aware 
of the dangers in the action “and 
the possibility that such action is 
likely to create chaos in the in- 
dustry.” 

“Contracts have been tradition- 


—— 


nat 
ore 
Ts. 


A complete new format for HOUSEHOLD 
(effective with November issue) 


New type styling 


& New page size... 3 columns wide, 143 lines deep 


New cover stock ...20 pounds heavier 


Heavier, machine-coated body stock 


Letterpress printing ...side stitch binding 


x More Idea Planned editorial pages per issue 


More color in editorial pages ... more color 
for advertisers 


Lowest rate per page, per 1000 


35 


ally written for the protection of 
employes,” the league said. “Col- 
| lective bargaining contracts in our 
industry clearly state the obliga- 
tion of both sides to prevent dis- 
_putes. .. The policy of refusal to 
|sign contracts and at the same 
time of demanding specified ‘con- 
ditions of employment’ is clearly 
a negation of the idea of collective 
bargaining.” 


Yankee Signs Heinz 


H. J. Heinz Company, Pitts- 
burgh, through Maxon, Inc., has 


m\signed to sponsor the Monday, 


Wednesday and Friday editions of 
the “Nine O’Clock News with 
Nelson Churchill” over the full 
Yankee Network for 52 weeks. 
The show will promote the Heinz 
57 Variety food products and 
Swerl Suds. 


‘Names Selz Organization 


Lawrence H. Selz Organization, 
|Inc., Chicago, has been appointed 
|by Convector Manufacturers As- 
sociation to conduct a national 
consumer education program. 
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Mrs. Cleveland’s 


4 cecocee 


Direct action is the demand of 
Cleveland's five downtown 
department stores. That’s why 
sn ie a a 


4 MILLION MORE LINE 


of advertising *in Shopping 
News—for the 32-year period, 
January 1944 through June 
1947—than in any o 


~ 


SHOPPING NEWS 
mieten sacelie 
JAMES A. COVENEY COMPANY. 
501 FIFTH AVE. ~ NEW YORK 17.1.Y. 
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Presents the Most 


Responsive Audience of 
Men Available Today... 
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MOST of the important 


men in America are sports- 


men...and more of them 
read SPORTS AFIELD 


than any other sportsmen’s 
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magazine. 
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*A sportsmon with an appreciation of the finer 
things of life—and the leisure and means to 


(aN : 
enjoy them. oy 
% For instance, a recent survey shows that Spend- lV ° 4, f 
: o-crats not only own 40% more automobiles, . a. 
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- =. Snow Plow wax, will be promoted | En \@ wage demands, decreasing exports 
Penn. Refining | with sectional advertising in | eopergne See has | Retail Prospects and the housing shortage, opti- 
|New England area, and will be y de ; ’ mism should be the order of the 
Schedules Valve | extended later to other regions as pore te — ggg one Excellent ° Lebhar | day because America “has every- as 
| production increases. The wax is) ysed a 28-page tabloid section in | DEeNvER—Retail business pros-|thing it takes to overcome them act 


Lubricant Drive 


vania Refining Company here is 


opening a two-pronged drive to | 


convince motorists that its new/|agency e 
gum solvent called Gumout is the | rect the promotions. 


product to do the job. 


Trade publication copy, to con- To ‘Business Week’ 


tinue through the remainder of 


the year, urges mechanics to use| 4 
the new product in engine tune-up |}, |pointed to handle the advertising | ceed last year’s by between 5% : ; 

as been named promotio an- 8 ’ . ; 
and bench cleaner work. Used for| ager of Business Week New York,|0f Wayside Furniture Shop, Mil-|and 10%.’ pm y Bry a Pitre se Rr lg il 
this purpose, Gumout is injected |He was formerly promotion man- | ford, Conn. Direct mail, news-| With full allowance for the un-| york to the Chicago office. Larry 
into the carburetor and combus-| ager of Hillman Publications and| paper, car card and outdoor ad-|favorable factors, said Mr. Leb-| Brinkman has also joined the Chi- 
Newsweek. 


tion chamber areas. 


| applied to snow plow working sur-|the Milwaukee Journal the pre- | pects this fall are excellent, ac-| all.” 
CLEVELAND—Automotive engines | faces a 
give better performance with top- brush, and is said to prevent snow | opening sales and a full-page ad|editor of Chain Store Age, who IBM Promotes Roberts 


cylinder lubrication, and Pennsyl-| from sticking or jamming. I 
Palm & Patterson, Inc., Penn-| On the opening day four full pages | erators Association at its recent 


sylvania Refining Company’s 
ffective Sept. 1, will di- 


Walter Persson, formerly with) ’ i i . 
merican Broadcasting Company, | “*™ Haven, Conn., has been ap-| years Christmas business to ex 


ordinary paint| vious day to announce the grand|cording to Godfrey M. Lebhar, 


‘calling attention to the section. | addressed the Piggly Wiggly Op- 
Gordon A. Roberts, a_ special 


representative in the public util- 
‘aa , ‘ ity field, has been named manager 
nt eS . ~— an we te department 
’ : ’ nternationa usines fla- 
Gets Furniture Account to hold at present levels through- sity ec OD 
Lindsay Advertising Agency, out the fall, and I expect this Kling Transfers 


Wendell O. Kling, vice-presi- 


were used. Merchandise prizes) : 
valued at $1,017 were awarded to| annual meeting here. 
winners of a jingle contest. 


ferred his headquarters from New 


vertising will be used. har, including rising living costs, | cago staff. 


The company will open a con- 
sumer advertising drive for Gum- | 
out in January, pointing up the| 
improved engine performance | 
which results when one pint of 
the product is used with 10 gal- | 
lons of gasoline monthly. | 

Beginning in October, ener | 
Penn Drake specialty | 
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Status of Stogies 
Cigar Smokers Return 


gai B10 a 


World-Wide 


, Government Adopts Controls \@ 
br Supply Effective October 1 
—— 
IN ORDERED job applicants chan- \J 
ugh government labor agencies. 
e October 1, the order says, per 
ng jobs will have to. get them) 
he government labor exchanges 
ons in professional, administrative, 
or managerial capacities are wd 
e dock workers and seamen, who 
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Special Ad Drive 
Puts Over New 
Airline Route 


Los ANGELES—A h i 

| — eartening 63 
haven factor on Western Air Fd 
‘new San Francisco-Portland-Se- 


15, 1947 Advertising Age, September 15, 1947 
g expo 
ty oe Burrowes Appoints 
er of th Burrowes Corporation 
on lg Me., has appointed Moe sigs 
ae ti ci Browning, Boston, to handle it 
Y account. Plans call for early Mn 
motion of the Burrowes ail-alumi- 
num combination storm and wins 
erts dow screen, with expansion later 
: ~ to Burrowes pool tables and oth 
special products. al 


iblic util- 
1 manager 
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Gets Fruit Account 


ness Ma- El Rancho Blanco Ci 
it - 
vy York. pany, Brownsville, Tex. ae 
ts advertising with S. C Sas 
Company, Cincinnati. a 
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has Pan je Four A’‘s Elects Rudge 
gee Fred Rudge, Inc., New York 
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e Chi- American Association of pools 


ing Agencies. 


'attle extension of i 
| : its coastal ai 
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rtising and i i 
 compalan public relations 
| The campaign, in i 
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for the flight—by an fasion 
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th 5 ice weekly | . 

|thereafter until the close of al moron ga and Canadian rep 
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ae -wiak te ae oo direct mail| which sets Rae agen i Policy,” | 
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new route in Ahlf 
eld to Cole 
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Script and . 
Fortnight a ean used in mop . Ahlfeld, formerly a 
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West-Marquis, Inc., handles vse |e of the Chicago Daily min 
'has joined Harry Cole oy 
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Western Air ac 
count. i 
| Chicago public relations firm 
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er at the Post Office, 
iL 


Detroit, 


New York city. 
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—~\A Special Background Report, oe 
Exporters $132 Million 


On Trends in Industry 
and Finance 


Mexico’s Import Ban 
It Could Cost American 


A Year in Lost Sales 


s Controls | 
October 1 
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10 million. The late Sidney Hillman pre-| cago, sometimes taking more than 100 
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dicted that number would be 0 
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soline Shortage May 
read East; Outlook 
Midwest Is Blacker 


nvening Experts See Demand 


Fuel Situation May Worsen 2 


BY MAURICE L FARRELL 
e gasoline shortage which already ha 
few spots in the middle west may spread 
he east, 
home heating oil in the 
se than predicted. 
The men who first forecas 
eee aren't optimistic. 
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cluded a three-day look & 
g on in the oil world in 
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Yapacity operations b 


midwest may 
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withdrawals of to farmers t ing would 
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| Question: 


For Oil 9% Over '46; Home 
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peak 
hourly basis, 
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s week is shor 
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Administration sources talked darkly 
the possible need of “floors” to keep 
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WAGES SOAR above wartime 
Has inflation erased the gains? 


$1.22 age 


Unions say the cost of living is 
Food prices are 9 


evidence tha 
still better off than he was in 
figures May's average 
was worth $29.99 to & man with 
endents in terms of 1939 purchasing 


PRODUCTION 
e as well as war. 


ds are smashed to bits 


pre-war recor 
o| consumer lines. Output of radio sets, atter | Agari nant all 
\reaching 8” unheard of 15 million total in merican €XPor ers 
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long as the import bans 
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Aim Is to Stop Drain on Her 


Auto Makers Are Hardest Hit 


Special Cor 


ef this city’s busiest stree 
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Most any way you factory | Mexico h 
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the work 
th unlooked-for effects. 
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8.46 the banks won't 
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The 1939 average wage: $24.58. 
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Dollar Supply; Imports 
Ran Far Ahead of Exports 


B. REYNOLDS 
Tus Wate srreet JOCRSA 


front of a shop on one 
ts stands 4 rack 


By Lewis 


respondent of 


MEXICO cITy—In 


every two weeks b cently the groups 
have shrunk to 8S 
and countless © 
officials last month 
slapped & n on many imports ine 
to slash and ine 


creased the tariff on 


shing. Now the return 
i into two 
that were big items on 
» side of her ledger—textiles and 
he tourist trade. 

;mport slash has had some 
One radio dealer here, 
prices 5% in an effort 
hough it may be quite 
ts, on the new import 
the country. Why? 
ated the government's action and 
far above normal. Now 
him more money to 


Meantime, 


for instance, has cut 
move his stock—alt 


|puilt his inventory 
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jearry it 

\Living Beyond Her Income 
Statistics show how Mexico has been living 

peyond her foreign-trade income. in the first 

six months of this year Mexicans imported 

$135 million more than they exported. 

| Who's going to get hurt by Mexico s new 
import restrictions ~ 


pe hit nardest 
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— GREENVILLE 


4 IS THE 
J BUYING SPOT 
g FOR 


s 123,000 
s PEOPLE 
living within 
— 10 MILES 


g YET— its 1940 census 

a population shows 34,734. 

& Thor's because the 1865 
city limits have not been 

hi extended beyond a 1's 

= mile radius. 

Lead GREENVILLE 
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Ss ek es eS 


to 32.000,000 BUYERS 


Ain of Nation’s 
Retail Business 


Never before anything so timely! Street by street, 


block by block, 41% of the nation’s retail business is bared 
for your detailed analysis. Outlets in 18 product classifications 
are clearly charted by type, size and location. 

These Sales Operating Controls are a vital and timely aid in planning 
your sales strategy . . . plotting yowr full sales potential, 
market by market. We would like to go over them with you 


.. all nine, or any individual markets in which you are specifically interested. 


For each of the 9 Major Markets these Sales Operating Controls provide— 


@ mapped marketing visualization @ shopping centers and 


shopping streets located @ a working market analysis 


@ breakdown of retail outlets @ a sales and sales- 
men’s working control @ factual evaluation of 


each market and its parts. 
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—~SPEARHEAD->" 


Don't Be Satisfied with Ordinary 
Wasteful DIS PLAYS 


Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 


Parker to Spend 
Record Amount 
in 4th Quarter 


JANESVILLE, Wis.—JIn the last 
‘three months this year, Parker 
| Pen Company will spend $578,000 
|to promote its pens and ink—the 
largest advertising appropriation 
| it has ever invested in a quarter 


YOUR DISTRIBUTION PROMOTION PLANS WITH 
LEADERSHIP AT “POINT OF SALE” 


aii 
r 


Advertising Age, September 15, 1947 


December holiday season. 
| The first ads will urge cus- 
| tomers to buy early to avoid later 
|holiday rush and poor selections 
and to enjoy the feeling of com- 
pleting Christmas shopping early. 
The “Santa” theme will be fea- 
tured in the earlier ads. 

“Parker will probably have 
Santa Claus out almost before his 
furs are dry-cleaned from last 
year,” David G. Watrous, assist- 


sharp owners will buy Parkers, 
23% of Waterman owners yi] 
make the change, as will 38.9% of 
Reynolds owners and 33.1% of 
those owning miscellaneous 
makes. 

An American Magazine survey 
(AA, Aug. 25) showed Parker 
leading in ownership of “persona” 
pens. 


We ore a Display Agency and co- | 
operate fully with your advertising 
agency to ‘‘Pipe-in' the force of na- 
tional advertising. 

36 Pages... 420 


Pictures . . . on 


Exhibit of Performance. Write for 


| 

For HICKOK a dramatic traveling display 

as seen in store windows on State Street 
Chicago 


a copy of it Today on your business 


ALSO COMPLETE SERVICES FOR EVERY 
letterhead. 


* | OTHER POINT OF SALE ACTIVITY 


My 
AMERICA'S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION See 


_ W. L. STENSGAARD & ASSOCIATES, INC. 


384 N. JUSTINE STREET ¢« CHICAGO 7, ILL. 


period. 

The “twin” program will in- 
clude full-color pages in The 
American Weekly, Esquire, Life, 
Look, The New Yorker, The Sat- 
urday Evening Post, This Week 
Magazine and Time. Copy will 
promote the “51” pen, Magnetix 
desk set and new Superchrome 
ink. 

Departing from custom in pre- 
Christmas pen advertising, Parker 
will split its advertising into two 
periods—the first in October and 
early November, and the second 
in the traditional November and 


The IME Advertising luz Nef 


HOW DO YOU RATE AS AN ADVERTISING 
HERE’S A WAY TO TEST YOUR 


(Answe 


E. T. Wright Company, maker of Arch-Preserver Shoes, ad- 
vertises in TIME to reach three of these five groups: 


A. U.S. postmen who walk millions of miles every week 
delivering the 1,091,574 subscription copies of TIME. LJ 
B. 1,800,000 Time-reading men who occupy positions of 
leadership and influence “in all walks of life’—and do a 
lot of recommending to their friends. LJ 
C. Thousands of TimE-reading doctors, for their possible 
prescribing or recommending influence on the use of Arch- 
Preserver Shoes by their patients. L_| 
D. Archbishops, archdukes, architects, archeologists and 
archers. | 


EXPERT? 
KNOWLEDGE. 


rs below, upside down) 


ant general advertising manager, 
said, “but we believe it will give 
dealers an extra profit season well 
in advance of the usual Christmas 
buying time.” 

Announcement of the program 
will be made in trade publications. 
J. Walter Thompson Company, 
Chicago, handles the account. 


SURVEY VIA ‘SEP’ SHOWS 
1-3 OWN PARKER PENS 


JANESVILLE, Wis.—A survey 
conducted by an advertisement in 
The Saturday Evening Post, which 
brought 71,236 replies from read- 
ers, shows that nearly a third own 
Parker pens and more than two- 
fifths plan to buy Parkers. 

Results of the survey have been 
released by Parker Pen Company. 
The Recording & Statistical Cor- 
poration, Chicago, placed the col- 
umn ad in the Post Feb. 22, offer- 
ing “a helpful gift for everyday 
use” to those answering nine ques- 
tions as to ownership of pens, use 
of ink and ownership of watches. 
Results of questions on ink and 
watch preferences have not been 
revealed. 

The Parker announcement to 
dealers declares that 32.7% of re- 
spondents own Parker pens, 23.4% 
own Sheaffers, 19.1% own Ever- 
sharps, 9% own Waterman pens, 
1.6% have Reynolds ball pens, 
13.4% own other makes, and 0.8% 
did not answer. 


Parker says 80.2% of Parker 
owners are satisfied, compared 


with 72.6% for Sheaffer, 58.2% for 


Drug Trading Elects 


J.C. Gould, formerly vice-presi- 
dent, has been elected president 
of Drug Trading Company, To- 
ronto, succeeding E. A. Legge, 
who resigned. A. C. Marshall has 
been named vice-president, and 
R. Cary, secretary and assistant 
general manager, has been ap- 
pointed general manager, replac- 
ing W. W. Stephens, who has re- 
signed. 


Plans Plant Tours 


ATF Incorporated, Elizabeth, 
N. J., management firm, will soon 
begin a series of “See for Your- 
self” tours through the plants of 
its associate companies. The first 
tour will be at American Type 
Founders, Inc., Elizabeth, printing 
press, type and supply manufac- 
turer. 


Ryan Names Smallwood 


Roy H. Smallwood, formerly 
advertising manager and_ sales 
promotion manager of the Ameri- 
can Hoist & Derrick Company, St. 
Paul, has been named sales man- 
ager of the Geo. T. Ryan Com- 
pany, Minneapolis, equipment dis- 
tributor. 


Wickwire to Ward 


Taylor Ward, Inc., Ithaca, N. Y.., 
has been appointed to handle the 
advertising of Wickwire Brothers, 
Inc., Cortland, N. Y., manufac- 
turer of screen wire cloth, poultry 
netting, wire, and nails. Business 
papers will be used. 


E. Best customers of leading department stores and men’s 


wear stores—proved time and again to be Time-readers. |_| 


The H. & S. Pogue Company, leading Cincinnati departnient 
store, recently ran a fashion advertisement in TIME for four 
of the following reasons: 


A. A survey showed that Pogue’s own customers vote TIME 
their favorite magazine. [ ] 
B. The advertisement would be an excellent springboard for 
a store-wide promotion of TiME-advertised products. 

C. Time reaches 1,500,000 high-income women across the 
nation. [ 


D. To help promote the new longer skirt styles with the 
slogan, “‘Pogue skirts will go down in TiME.”’ LJ 
E. To build prestige and good will for Pogue’s, among the 


( store with merchandise. 


3, 


many TIME-reading executives of companies who supply the 


A 
qi 
Steinway & Sons advertise regularly in TIME for three of the A } “ 
following reasons: yim $ 
A. To sell new Steinways to the 900,000 well-off TIME families of L 
who have no piano, and to the 600,000 who own a piano es 1, 


of some kind. Lal 


B. To tell Tmt -reading apartment dwellers about their new 
fly-weight “Infant Grand.” |_| 
C. To establish among business executives the prestige of the 
piano industry in general and Steinway in particular, 

D. To register their new slogan, “Steinway to Paradise.” 

E. To reach the many TIME-reading executives who ¢an in- 
fluence the purchase of musical instruments for schools, 
churches, clubs, etc. 


You can do one thing with your advertising in many magazines. But you can do many 


things with your advertising in one magazine—because that on 


to any advertiser. 


There's ALWAYS an EXTRA 
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lected as its audience a primary readership of 3,000,000 people who are many things 


REASON for Advertising in 


e€ magazine has col- 


“gq ‘J uonsongd : ale 
24) INOge WR AIIAq 


Eversharp, 55.2% for Waterman, | 
14.5% for Reynolds and 27.5% for | 
other makes. More than two out| 
of five of all respondents said they | 
will buy Parker pens next. One in | 
four will buy a Sheaffer pen, 
18.8% an Eversharp, 7.4% a 
Waterman, 0.7% a Reynolds, and | 
5.9% say they will buy other | 
makes. Nearly three out of five | 
Parker owners received their pens | 
as gifts. 

Parker says the answers show 
that 16.6% of Sheaffer owners will | 
switch to Parker; 26.1% of Ever-| 


Choose the best possible medium of 
reproduction for each individual job! 
ALLART offers you your choice of quality 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters! 

Ask our representative to call! 


OALLART convorarion 


The key organization in the Allart Graphic Group » 234 North Broadway, Milwaukee 2, Wisconsie 
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*Quoted from business-paper 
announcements to the trade. 


"This double-barrelled impression 
is a proved advertising method 
that pays off in direct, immediate 
sales." 


— Stanley E. Plumb, 
Advertising Manager, 
California Cling Peach 

Advisory Board. 


"We learned a lot from this cam- 
paign — besides the fact that 
THIS WEEK definitely gets results. 
It sells both sides of the counter 
— the dealer who understands its 
local sales power — and the 
public, which "shop" its pages 
just as they do a newspaper.” 


— Roberts, Johnson & Rand 
Branch of International 
Shoe Company 
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et this magazine with the 


Cxtta Ingredent” 
sell your product, too... 


ou may not sell peaches. 
You may not even sell shoes. 

But it’s a safe bet that whatever you sell, 
that 5th Cover on THIS WEEK Magazine 
can help your advertising sell more of ’em. 

For the 5th Cover is the local Sunday* 
newspaper that comes wrapped around 
each copy of this national magazine. 

This 5th Cover would make amy maga- 
zine a better salesman. It allows your 
magazine advertising to rub elbows with 


your local dealer’s ads. You don’t have to 


THIS WEER 


beg him to tie up with you—you’re tying 
up with him, in his favorite advertising 


medium, the Sunday newspaper. 


And incidentally, you’re backing your 
product with one of the nation’s most 
powerful national magazines. Over 8% 
million copies, Coast to Coast. Over 19 
million readers each week. Every 4th family 


in America... 


And you get that “extra ingredient” of 
local sales impact that magazine advertisers 


are going to need as sales get tougher. 


The Atlanta Journal 

The Baltimore Sunday Sun The Detroit News 
The Birmingham News 
The Boston Herald 

The Chicago Daily News* 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 


wl 
a 


Saturdays in Chicago. 


Des Moines Sunday Register 


The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 


New York Herald Tribune 


AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicie 
St. Louis Globe-Democrat 

San Francisco Chronicle . 
The Spokane Spokesman-Review 


The Washington Sunday Star 
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|have returned to the specialty | firm’s temporary headquarters this 


Neiman-Marcus, ae after serving in the armeda| way when fire destroyed the store 


No Longer ‘Shaky, 
Marks 40th Year 


Early Ad Sets Its 
Policy; New ‘Dream 
Store’ Promised 


DaLtitas — “Advance announce- 


ment of the formal opening of 
Neiman-Marcus Company, exclu- 
sive women’s clothes, in their 
handsome store room, corner Elm 
and Murphy Streets, Tuesday, 
Sept. 10.” 

That was the heading of the 
advertisement announcing Nei- 
man-Marcus Company in the 
Dallas News of Sunday, Sept. 1, 
1907. In the 40 years that have 
elapsed, Neiman - Marcus — “a 
shaky $35,000 venture in 1907’— 
survived panic and fire, expanded 
its store and services, and achieved 
world fame as a fashion center. 

The chronology of Neiman- 
Marcus’ growth is set forth in a 
40-page brochure, “The First 40 
Years,” issued by the store last 
week as it conducted its 10th an- 
nual fashion exposition show and 
presented the Neiman - Marcus 
awards for distinguished service 
in the field of fashion. 

That initial ad back in 1907 
promised a policy “to be at all 
times leaders in their line” and, 
“With this aim always in view, 
exclusive lines of high-class gar- 
ments have been secured, lines 
which have never before been 
offered to the buyers in Texas.” 


Popular Price Garments, Too | 


In addition, “While Neiman- 
Marcus Company will carry 
higher priced garments, and in 
greater varieties, than has been 
customary in Dallas, we devoted 
the same time and care to the 
selection of our popular price gar- 
ments as we did to our imported 
models. . . Our prices will be as 
low as is consistent with quality 
and workmanship.” 

The store executives then were 
Herbert Marcus, still president of 
the firm; A. L. Neiman, who sold 
his interest in the company to 
Mr. Marcus in 1928; and Mr. 
Marcus’ sister, Mrs. Carrie Nei- 
man, who remained in the busi- 
ness and is now vice-president. 
Other present-day officers and di- 
rectors include Mr. Marcus’ four 
sons, Stanley, Edward, Herbert 
Jr. and Lawrence, all of whom 


WHEN IT’S JASON COMIC ART 


COMIC STRIPS 

SLIDE FILMS 

ANIMATED CARTOONS 
TELEVISION COMMERCIALS 
TOY PROMOTIONS 


JASON COMIC ART 
1860 BROADWAY.N.Y. Cl 6-4640 


forces. 
Newspapers were six columns 


in 1913: “Rather pretty temporary 
home, comfortable and cool; clean, 


wide and ads ran on the front| with good air circulating around 


page in 1907, the anniversary 
booklet recalls, while in 1908 they 
expanded to seven columns “and 
were beginning to look metro- 
politan. Journalism and advertis- 
ing were flowery in style.” 
Herbert Marcus, who dictated 
the store’s ads word for word in 
the early years, described the 


and around; 
ness.” 


Becomes National Advertiser 


Neiman-Marcus became a na- 
tional advertiser in 1934, with 
Vogue copy showing a silver fox 
swagger coat which “reaches the 
zenith of high fashion”; and an 


refreshing roomi- 


Advertising Age, September 15, 1947 


ad in Harper’s Bazaar featuring |News (AA, Aug. 18). 


Peter de Liso shoes. 


On Jan. 1, 1946, the company 


In 1940, Edward Marcus made | announced plans for a $1,000,009 


an exploratory trip to 


South | expansion of the store, but prom- 


America to encourage the devel-| ised it would remain a specialty 


opment of markets for consumer 
goods. The company, keeping its 
eye on international markets, last 
month offered style-conscious resi- 
dents of Mexico City a new fashion 
service built around 24-hour air 
delivery of Neiman-Marcus mer- 
chandise advertised in the Dallas 


store. The year proved to be its 
biggest, in sales volume and new 
customers gained. Another fire 
swept the service basement Noy. 
30, ruining first floor stocks anq 
the Christmas decorations. But 
five days later the store reopened 
—and its holiday sales again set 
a record despite the loss of four 
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other in the series of Herbert; the materials with which we want | 44aro ae. alf-page advertisements wi 
ha petit Marcus “editorials” which said in|to build are available, you will Minneapolis, is the =" Oscillating Fan appear in House & Garden in No- 
-.. (part: “I believe you will find| see the Dream Store we promised|,, . Cuicaco—Wittie Mfg. & Sales| vember and House Beautiful in 
? gra shopping at Neiman-Marcus in| you realized.” Lippincott Promotes Two Company will launch a campaign | December, with smaller space 
e and Bs 1947 pleasant and profitable—a —_—_—_—_— Norman R. eager gee By a sned this fall for an oscillating heater Scheduled in Better Homes & 
mer - rte beautiful store filled with cour- Maps Rural Radio Drive yo oe cg aes 8 bone ” Ponty fan, the first ever marketed. Gardens and Good Housekeeping. 
ment Noy, I '5» a Kage ge nh ge Setchell-Carlson, Inc., St. Paul, | ment of interior design and archi-| The Wittie fan, which also has je sis 1 ates “4 Ps pepe Meu 
stocks anq jg mercnanals at prices _°" | manufacturer of radios, has plans| tecture, have been named vice-| stationary action, makes a 90-de- ne eee 1A neat 
tions. But cost, and as reasonable as prices! tor a rural campaign, using farm | presidents in charge of packaging gree arc, spreading fan-forced and Retailing Home Furnishings, 
reopened fg ca", be for merchandise which} magazines, weekly newspapers|and interior design of J. Gordon eich in niadiae mies oe ankle well as direct mail. 
s again carries, under its famous label, a| and some dailies. The company | Lippincott & Co., New York in-| ~*~ ; The consumer campaign will 
oss of sas guarantee of the best possible! makes table model radios, both| dustrial design firm. air in warm weather. It will re-|ajco promote Wittie’s $29.95 elec- 


tric steam heater, introduced in 
1946. 

Jones Frankel Company here 
handles the account. 


Merriam Ups Fuller 


Robert N. Fuller, for the past 
10 years advertising manager of 
G. & C. Merriam Company, 
Springfield, Mass., has been elected 
executive vice-president. He will 
continue as advertising manager 
and will be assisted by Robert B. 
Johnson, formerly retail merchan- 
dising representative on the New 
England staff of Life. 


THE HAMMERMILL PAPER COMPANY has been a consistent 
advertiser in the pages of Business Week for twelve years. They 
came into BW when their own readership studies — conducted 
among executives of customer and prospect companies — dem- 
onstrated its special values as an advertising medium. They 
have stayed in BW because repetition of these studies has con- 
firmed their estimate of its influence on Management-men. 
Other long-time advertisers in the *Paper Goods classification 
include the Neenah Paper Co., Strathmore Paper Co., American 
Writing Paper Corp., W. C. Hamilton & Sons, George La Monte 
& Son, Nekoosa-Edwards Paper Co., Parsons Paper Co., Byron 
Weston Co., U. S. Envelope Co. 


In 1946, Business Week carried nearly 50% more advertising 
in the above classification than the other three general business 
publications COMBINED ... and 50% more than any other gen- 
eral news weekly! 


Readership studies and circulation analyses show that Business 
Week has a concentrated audience of Management-men. The 
advertiser reaches more Management-men per advertising dol- 


lar in BW than in any other general business magazine or news 
weekly. 


schedule 
keeps us 
listening!" 


QUAD.CITIES 


$T. LOUIS 
- 


DAVENPORT, ROCK ISLAND 
MOLINE, EAST MOLINE 


Only WOC delivers satisfac- 


tory year-round NBC service 

| to the Quad-Cities . . . the 

largest metropolitan area be- 

| tween Chicago and Omaha, 

YOO and between Minneapolis and 
++ WHEREVER You FIND i, St. Louis. Approximately 
218,000 people work and live 


YOU FIND A MANAGEMENT-MAN ... 
} WELL INFORMED 


here .. . make it the 40th re- 
tail market in the nation. 


5,000 Watts, 1420 Ke, 
Basic NBC Affiliate 


B. J. Palmer, President 
Bury! Lottridge, Manager 


WUE 


WOC-FM 
DAVENPORT, IOWA 
National Representatives: 
FREE & PETERS, Inc. 


“Based on Publishers’ Information Bureau 
analysis of 1946 advertising 
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48 
‘Bond Joins Blakely 


Bill Bond, with American 
Colortype, has joined Blakely 
Printing Company, Chicago, to 
| specialize in the planning and pro- 
|duction of company publications. 
| His connection with the studio of 
| Jack Wells, magazine designer, 


( remains unchanged. 
1 


, Mig Hough Advanced 
Chicago Sournal 


fhe management man's \ 
preferred source of daily /S 
business news in the nation's 
greatest industrial area 

=the Central West. 


editor of Oil Reporter, published 
by Petroleum Publishers, Inc., 
Denver, for the past two years, 
has been appointed publisher as 


Peter Pan Bakery 
Buys New Unit: 
Sees Lower Prices 


Detroit—Rights to the manu- 
facture and distribution of a new 
automatic bun and roll making 
machine—which it is said will 
bring a sharp reduction in the re- 
tail price of these products—have 
been purchased by Jack Schafer, 
president of Peter Pan Bakeries, 
Inc., it was announced. 


Henry W. Hough, who has been 
of Commerce — 


| well as editor. The company introduced the 


Advertising Age, September 15, 1947 


School Heads 
Okay AFA Contes} 


New York—The contest com- 
mittee of the National Association 
of Secondary School Principals 
has placed on its approved list the 
high school essay contest which 
the Advertising Federation of 
America again is sponsoring. 

George A. Manning, Muskegon 
‘ High School, Muskegon, Mich., js 

Invented by C. Gainer Turner | chairman of the principals’ com- 
and Joseph Cooper, the machine | mittee. 
turns out 4,800 packages of rolls | Oscar D. Mardis, Omaha, chair- 
per hour, nine rolls to the pack-| man of the federation’s national 


machine to the public with full- 
page ads in Detroit’s three dailies 
and also used ad space in Grocer’s 
Spotlight. 

The machine is now being man- 
ufactured by Turner Mfg. Com-'| 
pany, Atlanta, Ga., but production 
will be transferred to either Kala- 
mazoo or Detroit, Mr. Schafer 
said, adding that the transaction 
included acquisition of all ma- 
chinery and equipment used in 
the manufacture of the machine. 


, se 
ot ke 
‘ 4 


LOCAL 
COLOR 


This magazine will be colorful 
editorially, and color for adver- 
tisers will lend still more attrac- 
tiveness to the magazine. It will 
be locally edited throughout. 
First issue published Sunday, Oct. 
5, and each Sunday thereafter. 
Write direct or call nearest John 
Budd office for sample number 
and rates. 


MEMBER 
of the 
LOCALLY-EDITED’ 


GROUP 


‘Member, 
Member, 
Member, 


A.N.A.N., Inc. 
Metropolitan Group 
Bureau of Advertising 


* REPRESENTED NATIONALLY 
BY THE JOHN BUDD COMPANY 


|age. The operation cuts, forms | committee, reports that clubs are 
and prepares the rolls for baking. | now appointing their local contest 
Mr. Schafer estimated that the| committees and that many of the 
machines would cut the price of | 
many baked goods by more than| This year’s theme is “How adver- 
35%. a tising helps to raise our standards 

Grant Advertising, Inc., handles | of living.” 
the Peter Pan account, and pre-| 


: ' | : 
pared the ad copy “Appoints McMahon 


} Joseph M. McMahon Jr. has 
Maps Fall Campaign been appointed assistant to the 


Landers, Frary & Clark, New| president of Atlantic Brewing 
Britain, Conn., manufacturer of | Company, Chicago. 
Universal electric appliances, used | ae ee 
business paper spreads to an- y P 
nounce “the greatest fall campaign ACA Appoints Galilee 
in history.” The schedule will in-| 


: | J. A. M. Galilee has been ap- 
clude full color copy in 20 na-| pointed to the staff of the Associa- 


tional consumer publications, | tion of Canadian Advertisers. 
newspaper copy in more than 200 

key markets, audience participa- 
'tion shows over three national 
|/networks and _ point-of-sale ma- 
| terial. 


contests will begin within a month. 


‘Video’ Bows 


| “Video,” weekly television 
| newsletter published by United 
Video, 516 Fifth Ave., New York 
18, will make its debut Sept. 15. 
| It will be available by subscrip- | 
tion only at $25 per year. 


in CIRCULATION 
Nelson Names Meyer » in ADVERTISING 


Henry E. Meyer, formerly with 
in LEADERSHIP 


NBC, has been appointed account 
|;executive of Raymond E. Nelson, | 
| Inc., 341 Madison Ave., New York. 


Fors 


‘UR TisttGam 
Magazine 


NOW 


2.0< 


25¢ IN CANADA 
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Sportsmen are Spenders 


Anyone who buys guns or other sports equipment is usually fairly 
well fixed financially. And you can bet that when he wants any- 
thing else in the “male” line, he has the money to buy it. 


FUR-FISH-GAME’S 100,000 outdoor, sports-minded readers are 
a perfect male audience. Some, too, are all year round hunter 
and trappers. That’s why your advertising in F-F-G is unusual!) 
productive, why F-F-G is a splendid medium for testing ne 
products. Put F-F-G on your “48 schedule. 


The A. R. Harding Publishing Co. 175 £. Long St., Columbus 15,0. 


Chicago 
Cole & Mason, Superior 6558 


Pasadena 


New York : 4 
J. H. Conrow & Co. Walter C. Elly, Murray Hill 4-962 
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Is plate in eight magazines, empha- . | Collier's, Esquire, Life, Harper’s; local newspaper promotion. Trade 
nen A gt nd ci tage oad the stars.” Te Fees Sees in wy | Bazaar "and ome, ‘Additional publication yt thar will in- 
Oontes} os olins 1s the agency. New York, has appointed Sheldon, publications will be added as the form dealers of Del Norte’s na- 
et com. | —————_ Quick & McElroy, New York, as| | Campaign progresses, as well as tional advertising plans. 
Association | Dunhill Maps Campaign its agency. Increased schedules in 
Principals Alfred Dunhill of London, Inc., magazines and business papers are 


ved list the 
test which 
eration of 


New York, will launch a maga- planned. 


4 ; ; p tee abamniae | 
zine campaign this fall for its new P 
pet s toiletries and Rollalite cig-| Del Norte Maps Drive 


Low milline rate— 


lowest cost per inquiry in 

soring. | aret lighter. Dunhill also is ex- Del Norte Products (Del Norte +. he neg 

I panding advertising efforts for brandy) has appointed John Frei- | —_—"\h-e ter. i this highly responsive field 

‘ Mich. " Denicotea cigaret holders. Law- burg & Co., Los Angeles, to 

pals’ oly rence C. Gumbinner Advertising handle its advertising. National GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE * 101 PARK AVENUE, NEW YORK 
Agency has the account. magazines to be used include: 

aha, chair- 

’s national 

t clubs are 

cal contest 


any of the 
in a month. AVAILABLE—Latest War Assets Ad- | 
iow adver- ministration copy pushing the sale of | 


r standards 


surplus war plants reminds management 


that WAA plants are “ready-built, 
ready to occupy.” Fuller & Smith & 
Ross is the agency. 


on 
n Jr ts B ‘Darents’ ’ Studies 


Brewing 


Home Music Need 


New YorK—The average home 


alilee has its radio turned on 421% hours 
s been ap- per week—longer than the aver- 
he Associa- age work week. 

artisers. This is one of the conclusions 


reached by Parents’ Magazine as 
a result of a survey of 4,200 sub- 
scribers with children. 

Planned to determine the fam- 
ily’s musical tastes, the study 
showed that in 66.8% of the cases 
at least one member of the family 
plays a musical instrument, with 
the piano as the favorite. 

Virtually all respondents own" 
radios, half of them more than 
one. Radio-phonograph combina- 
tions were in 32.6% of the homes. 

Answers to questions on tele- 
vision brought some vague replies 
—particularly in reference to the 
proximity of the nearest television 
station and the time when the 
subscribers expected to purchase 
: video set. Those who plan to 
buy receivers anticipate an aver- 


age price of $280. 
LO< 


|F YOU WANT YOURS p 
TO GO AS FAR 
AS MINE -:: YOU'LL 
HAVE TO PUSH 
TWELVE TIMES 
AS HARD! 


Rogers Drive Stresses 
‘Hostess’ Theme 


William A. Rogers Ltd., divi- 
sion of Oneida Ltd., Oneida, N. Y., 
will promote Heirloom sterling 
silver on a “hostess of tomorrow” 
theme in Bride’s Magazine, Glam- 
our, Guide for the Bride, House 
& Garden, House Beautiful, Junior 
Bazaar, Mademoiselle and Vogue. 

A magazine series also is 
lanned for 1881 Rogers silver- 


20 NAMES OR 
20,000,000? 


List requirements may vary from a | 
few score names of highest selectivity 
to many millions of general interest. 
Yet a single source can supply them | 
all... for DUNHILL boasts one of | 
the largest libraries of mailing lists in | 
existence... maintains a fully organ- | 
ized research staff to compile special 
lists in quick order and at gratify- 
<n ingly low cost. 

— 


HERE’S the explanation: Natural and man-made obstacles 
| impede the progress of radio waves. Long waves (low frequencies) 
_ are impeded much less than short waves (high frequencies) and 
hence go much farther with less power than shorter waves. 

It requires approximately TWELVE TIMES as much power | 
to push a radio signal a given distance on wavelength of 270 . 


jis METERS — 590 KC. | | 


272 METERS = 1100 KC. | 


meters as is required on a wavelength of 508 meters. 


ASK ANY ENGINEER 


RADIO STATION 


® Foreign Lists 

® National Lists 

®@ Neighborhood Lists 
® Industrial Lists 

® Banking & Finance 
®@ Professional Lists 

®@ Housewives 

® Known Donors 

® Merchants 

® Teachers & Students 
® Religious Lists 

® Associations & Clubs 
® Ex-Service Men 

® Anything 


ers 


isually fairly 
e wants any 
buy it. 


OMAHA, NEBRASKA ey | 
590 KC » NBC - 5000 pers : 


d readers are 
yund hunters RI {EMBER—you haven’t BEGUN 
is unusualls (© pen up your list possibilities until 
testing new YO. ve talked to DUNHILL! 
ws oc 


D INHILL LIST CO., INC. 


slumbus 15.0° 8 5.5 FIFTH AVENUE 


w Yor NEW YORK 17, N. Y. 
ee Hill 4-0528 
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vertising production service, has Furstnow, formerly with McCarty | 
changed its name to John A. Rip- Company, has joined the company 


50 


: nouncement that Grant W. Tigner 
Now John A. Ripley Co. will leave for New York to devote | 


. 
Tigner-Ripley, Los Angeles ad- his time to illustration. Russell F. Fur Prices Down: q 


Trend of Retail Prices in July 


0 h Fi ; ; 
ley Company following the an-/ as art director. { George Neustadt, New York, checks all advertising in 
y e g | ers irm or about 90 consumer commodities in nine cities to determine 
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— ee | . . price trends. By special arrangement with Mr. Neustadt. 
es es AY, | G J ADVERTISING AGE each month will show the trend in 
l ong p prices, as well as total advertising support, of the 10 most 
significant or interesting commodities of the month. Prices 
THE FARGO FORUM | New York — Retail prices of shown here are the midpoint prices, meaning that half the 
| women’s dresses pointed down- advertising for each item featured a higher price than that 
Published Morning, Evening and Sunday | ward in July, and the same was shown, and half featured a lower price. The tabulation 
FARGO. NORTH DAKOTA /noticeably true of fur coats, but covers all advertising of each commodity in the measured 
are still upward in women’s suits cities—by all types of retail outlets and in all printed 
and shoes, and sharply upward in media. 
The 1947 Federal Wheat Crop Estimate Is bedroom suites. Average for Month of July 
These are the highlights of the Commodity 1947 1946 1940 
July retail price trend, as reported W&M silk and wool dresses...... $ 12.96 $ 13.36 $ 5.31 
178 255 000 bu to ADVERTISING AGE by George Junior misses’ dresses........... 8.92 10.20 6.72 
5 5 . Neustadt, based upon an actual Women’s and misses’ blouses. ... 3.36 3.74 2.27 
audit of all advertising for some Women’s and misses’ suits....... 46.52 45.20 18.64 
it 90 lines of consumer goods ap- W&M fur trimmed coats......... 91.40 103.00 63.80 
produced in pearing in all newspapers in nine Women’s and misses’ fur coats... 243.00 331.00 148.40 
leading cities. Women’s and misses’ shoes...... 6.84 5.30 3.92 
Mr. Neustadt believes that the Men’s summer suits............. 32.50 33.92 16.76 
Dink \ downward trend in women’s|| Bedroom suites ................. 154.40 134.40 70.00 
' ~"* | dresses during July, as shown in Pe Ee eee ee 29.44 35.32 15.04 
the accompanying table, may be 
A CASH CROP VALUED AT ‘ explained partially by the fact Advertising Linage Comparison 
that some clearance sales were 1946 1947 % Gain 
still in effect, while the suit classi- Linage Linage _ or Loss 
$400 000 000 fication, moving upward, repre-|| wa silk or wool dresses. ..... 1,072,095 1,164,193 9G 
| ¥ s a | W&M fur coats................ 690,152 576,566 = 16 L 
0 UL er ree 445,707 561,231 26 G 
NORTH DAKOTA MEANS BUSINESS is iwkobee oe ee 355,957 333,081 «6 L 
| However, he says, the down-|| W&M suits ................... 269,745 259,115 4L 
Members: Audit Bureau of ward trend in fur trimmed coats|]| W&M fur trimmed cloth coats.. 163,844 202,689 24G 
ony ety Northwest Daily ,is a definite reflection of the new po See 191,965 163,398 15 L 
re _tax situation, while “the similar Men’s summer suits............ 29,362 219,649 651 G 
Representatives, downward. trend in fur coat prices | IE, UNO oop bois ere os ices 176,956 327,040 86 G 
Kelly-Smith Company does not represent a tax change,|| Mattresses .................--- 68,485 110,450 62G 
: ’ : ; but, I believe, an indication of the | 
Affiliated with Radio Station thinking of the stores that they | " 
wae _have to get their prices down for |other words, the price-unconscious| It is interesting to note that 
| this commodity in particular.” In| luxury market has disappeared. _ linage devoted to fur coats, junio 
| misses’ dresses, women’s and 
——— ‘misses’ suits and blouses declined 


moderately during the month, in 
xe comparison with the previous 


she Spo 
Ry. y FY S\N year. On the other hand, adver- 
‘ g ios : ot 
EK. Wome of the FAITHORN CORPORATION QQ. _ ':2 0 vetroom suites aia ms 


bier eare PRINTING tresses rose substantially, an 
men’s summer suits, apparentl) 
again available in _ reasonable 
: quantities, were advertised almost 

" ee *< tu seven times as extensively this 
ee July as they were in July of 1946 
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A COMPLETE SERVICE - 
= Eastern Tractor 

ee ) Expands Promotion 

aoe a a. —s e— - Eastern Tractor Mfg. Samgens 

- , “- : ‘Kingston, N. Y., will shortly ex- 

: A DV RTI Ss | NG A G | CY e alien — 'pand advertising for its Garden- 

eee “eh ed aid tractor, a 1.5 and 2.4 h.p. trac- 


—- - most “A ms is oes é ee Di STRICT ce 2 ; 3 ae 7 tor for garden use. The compan) 


B] UNDER CONSTRUCTION will use state, regional and na- 


> Saray — ee wa ‘tional farm publications, dealer 

= ap Ft? is TS A paid a publications and newspapers, via 
AD-SETTING — ee 8=§=Deutsch & Shea, New York. 

‘ — aes es The company has stepped wu} 

ENGRAVING “as i sales of garden tractors from 3,906 


| ($572,209) in 1926 to 111.502 
($22,283,604) in 1946. 


Promotes Tin Pack 


Arden Candies, through Frank- 
lin Bruck Advertising Corpora- 
tion, New York, has launched 4 

* te8, ; way drive to push the sale of tin- 

© 88s stents fe sues ww ow ve se packed candies. Subway car cards 
i #0 | WRIGLEY BLDG |' Me S899 9* 22 84 Be and _ participations on WOR‘ 
te" eeere 

LONDON | va * : 4 i — ' ; . *s bd ws maar ats, aaaek 2: | “Tello-Test” and WNEW’s “Make 
| GuaRANteE| Z - poe aae ks . ; \ HINES a0 50 8s e ¢ Believe Ballroom,” in New York 
LN “. ee g ; See? icecce seas | City, are to be used. 


LINCOLN TOWER : 
(Formerly Mather Tower) 4 
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Your ads, your competite:s’ 
and dealers’ ads, news, ¢\¢- 
tures, editorials... from 5,0 20 
magazines and newspap: ': 
Publication name, date, « 

circulation attached to ec:h 
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15-17. 


Southern News- 
» per Publishers Association, an- | pendencies of the long line of es- 
nual convention, Arlington Hotel, | Sential processes between food in | 


Sept. 


Hot Springs, Ark. 
Sept. 


meeting, Atlantic City. 

Sept. 18-20. Affiliated Adver- 
tising Agencies Network, annual 
meeting, Hotel Schenley, Pitts- 
burgh. 

Sept. 22-25. Printing Industry 
of America, annual convention, 
French Lick Springs, Ind. 

Oct. 6-8. Advertising Specialty 
National Association, annual meet- 
ing, Palmer House, Chicago. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meet- 


ing, Hotel Chalfonte, Haddon- | 


Hall, Atlantic City. 

Oct. 6-9. Financial Advertisers 
Association, annual convention, 
New York. 

Oct. 12-15. Pacific Council, 
American Association of Adver- 
tising Agencies, annual conven- 
tion, Ahwahnee, Yosemite Na- 
tional Park, Cal. 

Oct. 16-17. Audit Bureau of 
Circulations, annual meeting, Chi- 
cago. 

Oct. 19-22. Mail Advertising 
Service Association, annual con- 
vention, Hotel Cleveland, Cleve- 
land. | 

Oct. 23-25. National Associa- 
tion of Photo-Lithographers, an- 
nual convention, Book-Cadillac, 
Detroit. 

Oct. 23-25. Direct Mail Adver- | 
tising Association, annual conven- | 
tion, Hotel Carter, Cleveland. 

Oct. 23-25. Life Insurance Ad- | 
vertisers Association, annual) 
meeting, Chateau Frontenac, Que- 
pec, 

Oct. 29-31. 
nadian Advertisers, annual con- 
vention, Royal York Hotel, To- 
ronto. 

Oct. 29-31. Outdoor Advertis- 
ing Association of America, an- 
nual meeting, Ambassador Hotel, 
Atlantic City, N. J. 

Nov. 8-9. Southwestern § As- 
sociation of Advertising Agencies, 
fall convention, El Paso, Tex. 


GMA Offers Trophies 
for Food Editors 


Grocery Manufacturers of 
America, New York, will present 
three “Life Line of America” 
lrophies during 1948 to women 
food editors and columnists of 
newspapers, to women = radio 
broadcasters, and women editors 
ff farm publications, 


president, has announced. The 


trophies, sterling silver reproduc- 


ThePRIZE 


of the 


Where top flight sales and 
advertising executives come 
to select ‘‘Championship” 
sales stimulators. 


1. Prizes For Sales Contests 
2. Self Liquidating Premiums 
3. Business Gifts 

4. Advertising Specialties 


OSS COLES & CO. 


3 W. MADISON ST., CHICAGO 2 
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15-18. National Associa- | Ps cp RN 
tion of Broadcasters, 25th annual | Buys Interest in Paull 


Association of Ca- | 


S. Willis, | 


tions of the London Bowl, will be 
given to the winner in each of the 
three groups. 

“Scripts and articles,” Mr. Wil- 
lis explained, “will be judged on 


2502 DEEPEN ROOTED IN THE 
SOUTH BEND MARKET 


| the field and on the table.” 


| Maury Balkan, formerly art di- 
rector and account executive of 
W. L. Stensgaard & Associates, has 
acquired half interest in the Paull 
Mfg. Company, Chicago, designer 
and manufacturer of displays and 
point-of-sale devices. He will be 
executive vice-president in charge 
of designing, sales and sales pro- 
motion. 


Names Compton A.M. 


David R. Compton, formerly | 
|; with Essex Advertising Service, 
San Francisco, a division of Safe- 
| way Stores, has been appointed | 
_ advertising manager of Safeway, 
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WSBT enjoys the long and lasting 
friendship of its listeners. For more 
than 25 years people in the South 
Bend area have been listening to this 
station. They grew up with WSBT 
and depend on it as a pleasant neces- 
sity in their lives. Because it has so 
many friends, WSBT makes sales. 


Local, national, and network advertis- 


ers know this for a fact—and benefit. 


SOUTH BEND 


NOW 5000 WATTS © 960 KC + CBS" 


Dallas, succeeding Les A. Harris, PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
| who has resigned. | 


ag it’s color yo, 


Py gomo-vision 


‘START We, Soe 
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Color your sales approach. . . color your 
advertising story ... color your training methods 
literally and figuratively. 


Sono-Vision does it literally because even 
delicate color film can be used with complete 
success in the Sono-Vision cabinet. The 

effects of humidity changes are nullified by the 
ingenious Mills automatically-controlled 
Humidifier so that color film can be used as 
satisfactorily as black and white. 


Figuratively, a motion picture that can be 
shown at point-of-sale, in a store window, in 
offices and lobbies, in classrooms — almost. 
anywhere the people you wish to reach may be 
—cannot help but give colorful drama 

to your sales, advertising, or training story. 
Sono -Vision, because it contains all parts 

in a single cabinet and requires no darkened 


room, does that, too! 


MILLS INDUSTRIES, Incorporated * Office and Display Room: 2212 Merchandise Mart * Dept. 311 * Chicago 54, Illinois 
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2 Name Kaplan Agency 


Superior Coal Company and 
Superior Appliance Sales Com- 
pany have placed their advertis- 
ing with Ben Kaplan, Providence, 
R. I. Newspapers and radio will 
be used. 


CAR CARD ADVERTISERS! 
SEND FOR “ 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


We pick up and deliver copy and layouts, radio scripts, record 
players and transcriptions, presentations and display easels, tickets 
and luggage. We pick up from, and deliver mail to, all main 
and branch post offices. We deliver mail, air freight, to and from 
all trains and airports and your office. Dozens of services fit in 
with your requirements, including complete office removal and 
replacement. Let us survey your needs and furnish weekly or 
monthly rates. 


- DELIVERY SERVICE 
Messengers # Cycles * Cars + Trucks — 


: 


412 N. WELLS ST., CHICAGO 


Bank ‘Seizure’ 
Provokes Answer 
by McKim Agency 


Toronto — McKim 
Ltd. has evoked a 


Advertising 
thoroughly 


|favorable response from an ad- 


vertisement— paid for with its 
own funds in a statement of its 
own views—fighting for the free 


'enterprise system. 


The newspaper copy, produced 
under the direction of Major 
James McC. Baxter, president of 
the agency, was provoked by a 
Reuters news agency dispatch 
from Canberra reporting that the 
| Australian government is moving 
toward nationalization of Austra- 
lian banking. 

A decade ago, the copy re- 
minded readers, “you would have 
said ‘This could not happen here.’ ” 
It added: “Are you so sure that 
within the next 10 years you 
/won’t be forced to swap the fruit- 
|fulness of your own efforts for 
| the barren yield of mass compul- 


Advertising Age, September 15, | 947 


| sion? McKim Advertising believes 
|in and fights for the fruits of 
| personal effort, free enterprise and 
| ingenuity.” 


i 


Banking Leaders Approve 


The agency has taken the view 
that it is not enough to convince 
clients that they should support 
a good economic system, but that 
the agency itself should do some- 


enterprise system with its 
money. Banking circles, without 
commenting on that part of the 
agency _—ipolicy, 


terprise is worth fighting for. 

Incidentally, 
almost at the same time its ad 
went out, an advertiser received 


a letter from a contemporary 
agency advocating a public rela- 
tions program. The advertiser 


asked in reply: 

“By the way, what is the ad- 
vertising profession doing for itself 
in the way of public relations? 
‘The Hucksters’ may make you 
step some. Of course, I know you 


thing about fighting for the free | 
own | 


enthusiastically | 
backed up the view that free en- | 


McKim observed 


WRITE FOR YOUR COPY TODAY 
Ask fer Catcleg A-44 


TOP-FLIGHT EXECUTIVES 
REQUESTED THIS CATALOG 


New 


... it’s Unique 
... it’s Designed 


to help create better 
catalogs, price lists, 
portfolios or manuals 


Here is what some of them say: 


“...We find it very informative as 
well as beautifully prepared.” 


“...ltis a splendid job! We will call 
on you when we need further 
service.” 


“... We found this catalog very in- 
teresting and can assure you 
that in our plans for new catalog 
we will give your line every con- 
sideration.” 


This Catalog is a MUST for the reference files of Sales and Advertising 


Managers, Advertising Agencies and all business executives interested in 


improving the efficiency, quality and appearance of their catalogs, price 


lists, sales portfolios and manuals. Please write on your business letterhead. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


@ NEW YORK—100 AVENUE OF THE AMERICAS 
@ CHICAGO—209 S. JEFFERSON STREET 


@ BOSTON—45 FRANKLIN STREET ‘ 
@ SAN FRANCISCO—747 RIALTO BUILDING 


are willing to help private enier- 
prise spend its money for pub! 
relations, as this gives yo 

double benefit... But what mojey 
of your own are you spendin 
the cause of private enterprise 
on which in the final analysis 
your own living depends? I am 
|serious about this, and have ‘o| 


THERE GOES ANOTHER 
PART OF FREEDOM! 


ec 
am 
our own agency that while your 
profession is quick to criticize, it 
is wide open itself.” 

Commenting on the world situ- 
ation, Mr. Baxter noted that cap- 
italism, for all its faults, gets the 
most results. 

“Communism, with  dictator- 
ship, leaves Russia as the world’s 
principal poorhouse,” he = said. 
“Labor—where in power—politi- 
cally cannot supply the answers, 
| Socialism—as now practiced in 
|Britain—is a flop. The United 
| States and Canada, under cap- 
italism, are turning out almost 
100% more goods than before the 
| war. The net result is that smiles 
|greet you wherever you go on 
this continent. Despair and mis- 
ery are written across the face of 
| Europe. 
| “The advertising agency busi- 
ness is wholly dependent on pri- 
| vate enterprise. It is up to each 


one of us to fight and to fight 
|hard to preserve our ‘way of 
life.’ ”’ 


Hudson Promotes Ryding 


Reuben Ryding, advertising 
manager, has been appointed pub- 
licity director of J. IL. Hudson 
Company, Detroit department 
store, succeeding Ralph L. Yonker, 
who has retired after 31 years ol 
service. Colin Campbell has been 
promoted from assistant advertis- 
ing manager to advertising man- 
ager, the post vacated by Mr. 
Ryding. 


Appoints Judson V.P. 
Arthur A. Judson, formerly of- 

fice manager and account execu- 

tive of L. E. McGivena & Co., has 


been appointed vice-president 0! 
Seidel Advertising Agency, New 
York. 


WHY OVERLOOK 
10 BILLION $S5 
WORTH « SALES! 


Wake up! 15 million American Ne; r0es 
| buy food, drinks, drugs, cosmv (ics. 
| other products. They have 10 b: ‘ion 
dollars to spend! Tell them what yo 
| have to sell. The best way is through 
Race publications, the Negroes’  w" 
newspapers and magazines. Through 
them you make friends with the » 0st 
loyal customers in the world. Tré« : 
dous profits are made through a re 
tising to this great and growing T° 
ket. For full details write Inters'®** 
United Newspapers, Inc., 545 F th 
Ave., N. Y., serving America’s lea -"& 
advertisers for over a decade. 
NOTE: We now have facts compiled b. ‘he 
® Research Co. of America on b nd 
preferences of Negroes from coast to st, 
the only study of its kind ever made, Write °°” 
for this free information. 
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iblic REP Formed in L. A. Huber Plans Plant 


REP, Inc., which stands for the} J. M. Huber Corporation, New | 
Representation ef Entertainment| York, has bought a 16-acre tract 
Properties, has been formed in|near McCook, IIll., where it ex- 


Los Angeles to produce and sell] pects to erect a printing ink plant C oO VE 4 ar ¢ Oo L Oo RA D oO 


evening and daytime radio pro-| capable of producing 25,000,000 = 
grams, to undertake sales and|lbs. of ink annually. The plant, ee : WITH — as 
sales promotion campaigns for} which will cost more than $500,- Pee i ee bi = es 
programs produced by outside! 000, will include complete facili-| ii 3 ot 
: firms, and to act as an artists’|ties for manufacturing magazine, 
«« | representative. Bruce G. Eells,| container and commercial print- 
formerly Hollywood business man-| jing inks, with individual units de- 


Rancher «7 Farmer 


Armstrong Transferred ferred to the plant when it opens. Sam R. McKelvie, Publisher Glen Buck, Gen. Mgr. 
Sherwood Armstrong has been SSS 

transferred from the New York : 

office of Foote, Cone & Belding to Names Representative 

its San Francisco office in an ex- Station WRTA, ABC affiliate, 
ecutive capacity. Prior to his two} Altoona, Pa., has appointed Radio 
years in the New York office, Mr.| Advertising Company as its na- 
Armstrong had spent two years/|tional sales representative, effec- 


}in the San Francisco office. | tive Sept. 1. | 
SMOOTH—This full-color ad in the | 


November Mademoiselle will introduce 

the new "Deena 8-Gore" slip made by 

Albert, Inc., Chicago. Kuttner & Kutt- 
ner is the agency. 


ager of Young & Rubicam, is|voted to rotogravure and news 
|! president and general manager. | inks. The Huber service unit now 
a located in Chicago will be trans- 


| 

| 

| 

| 
4 
: | 4 

| 


ize, it Mademoiselle and expanding later 


- 
a { 
i Deena’ to Make i} 
.. | Bow in November | 
. Cuicaco—The “Deena 8-Gore” i @ 
slip will be introduced by its i} 
ed manufacturer, Albert, Inc., via a H 
full-color national magazine cam- i 
» your paign starting with the November f 


into other publications. 
| situ- The campaign will feature the 
t cap- MH slogan: “The slip that knows its 
ts the placee—and keeps it.” Albert A. 
Horwitch, president of the Chi- 
-tator- cago company, said it decided to 
vorld’s specialize in the patented eight-. 


=} s ; ; 
said. M gore slip because it provides a_| 


\ 


politi- J better fit through the waistline | hm a 
Swers. @ and hipline, and offers more ad- | S f . 

ed in J justability to a number of figure. EM A OS a 
United I types. | ‘ s 


cap- The national ad campaign will 


mi 
7) 
a) 
r] 
O 
& 
i\| 


almost J be backed by a complete kit of 


re the @ point-of-sale material featuring —— LL 6 Ss . 
smiles the new name in lingerie. Trade | a ne 
§0 On @ advertising also will include full- | 


1 mis- [i color pages in Chicago Fashion | een ‘ \T 
face of Industries Digest, Lingerie Mer- | mma @) 


chandising, Women’s Wear Daily | 


\¥ 


\\ ¥ 


busi- J and other publications. 


m pri- Kuttner & Kuttner is the agency. | Sa MERICA 
O eacn 

> nese = | 

ay ° B Appoints King A. M. | 


ding #ompany, St. Louis, has been | 
oblate named advertising manager of In- 
d st ternational Milling Company, Min- | 

I neapolis, effective Sept. 15. | 


se @ You'll think your advertising problems are simple | 
irtmen : 2 ‘ 
Yonker, when you compare them to those of American Chicle Co. and its 


ears ol ; : 5 
is been agency, Badger and Browning & Hersey, Inc. They’ve got six 


> Y) Viz top brands of gum to promote...on six separate budgets... in 
J man- 
oy Mr. | 


hundreds of markets throughout the country. 


Yet, they say it’s easy... with Spot Broadcasting! Chances 
in the basic sources 


. | are you've heard Station-break jingles selling Chiclets, Beeman’s, 
— . OF MARKET INFORMATION | Dentyne, Adam’s Clove and Yucatan Chewing Gums and 

execu- | Pi 

ao Ue Ate | Sen-Sen Confection countless times. Millions of people hear , 


| those jingles and buy! 
| Ask your John Blair man how the flexible force of Spot 


Radio can solve your selling problems...simple or tough...soon. 
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* YOUR DIRECT MAIL*® 


the day you want it 
the way you want it 


Direct Mail Specialists 


eee 
@ Multigraphin 
e Mail b 


@ Mimeographing 
ing ®@Addressing 


° Anerenase ph Lists 


@ Varityper 


omposition 


CALDWELL 
LETTER SERVICE 
8 WEST ONTARIO STREET 


— SUPerior 8154 


onan, 


Gets Call Letters 


The Patroon Broadcasting Com- 
|pany will use the call letters 
|WPTR when it goes on the air in 
Albany, N. Y., this fall. Studios 
will be located in the Ten Eyck | 
Hotel, Albany, and at 408 State | 
St., Schenectady. 


| 
| 


Appoints Hartan | 

John T. Hartan, formerly on the 
advertising staff of Chain Store 
Age, has been appointed adver- 
tising representative of Home Fur- 


nishings Merchandising, New | 
York. 


Western Union 
Plans Video Link 
of Leading Cities 


New York — Western Union 
Telegraph Company’s microwave 
system will not be available for 
network television service for 
more than six months, WU of- 
ficials have revealed in a second 
announcement on their video 
schedule (AA, Sept. 8). 

The company first will install 
radio beam telegraph facilities on 
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ja triangular circuit route between | 

New York, Washington and Pitts- Kroger Resumes 

burgh. Television apparatus for | * = 

|this route is expected within six Film Developing; 

'months and additional time will | 

be needed to set it up. Other re-| Offers Camera 

lays to midwestern cities are to be| Crncinnatt—Kroger Company 

added later. has resumed its prewar practice 
Microwave equipment between | of offering mail order film de- 

New York and Philadelphia has| velopment. In all stores in all 

been in operation for the com- districts, the grocery chain is ad- 

pany’s own uses for a couple of| vertising an offer of a Foto-Flex 

years. | personal camera at $2.99 with the 
Company officials said rate|purchase of two rolls of Kroger 

schedules will be set up at a later | film. 

date. | A heavy user of premiums to 
The American Telephone & build store traffic, Kroger also has 

Telegraph Company, which with-| advertised its film developing 

drew its requests for tariffs of $40| service. The company sold and 

per circuit mile monthly for in-| developed films before the war, 


Number Six of a Continuing Series High- 
lighting the Diversified Payroll Builders of 


Tacoma-Pierce County 


WASHINGTON’S 


Secon? 


HUG. 


West Coast Grocery Co. 


One of the Pacific Northwest's oldest 
and largest wholesale grocery firms, 
West Coast Grocery Company distributes 
from its home office Tacoma warehouse 
to branches and sales offices in Se- 
attle, Bremerton, Auburn, Puyallup, 
Chehclis and Aberdeen, Washington 

+ « Fairbanks, Juneau, and Ketchikan, 
Alaska. Above is a scene in the firm's 
huge new building, opened this year 
to serve a growing market area. 


BREMERTON, / (» SEATILE 
(7 


WHOLESALE distributing center 
manufacturing center . . 


ayuda chy aaa AY 


* AUBURN “ 


+® : 
— TACOMA 


CHEHALIS => 


. agricultural, 


shipping and business center. Tacoma 


A “Must Buy”... 
and Here’s Why! 


The 


No ‘‘outside’’ newspaper does an 
adequate job in Tacoma-Pierce 
County. But the dominant, local 
News Tribune delivers a whopping 
78% coverage of the 76,400 ‘'Sec- 
ond Market families'’. The other 
Tacoma poper reaches but 54% 

the Seattle morning paper only 
10% ' the first Seattle evening 
paper just 4%. No doubt of it: The 
News Tribune is a *‘must''—always. 


mcomA 


is all of these. That's why the metropol- 
itan Tacoma-Pierce County area ranks 
as Washington’s Second Market — sec- 
ond in population, retail sales, industrial 
payroll, and effective buying income. 
You must cover Tacoma—locally—to do 
a real sales job in the growing, dynamic 
Puget Sound Countryl 


News 
Tribune 


Now Delivering More Than 60,000 Daily! 


tercity video use of its coaxial | 
cable late in July, following a roar | 
of protest from the industry, does | 
not intend to file a new schedule | 
soon. 

Experimental use of AT&T’s 
Washington to New York cable 
continues on a gratis basis. 


Crosley Names Glaser 


Stanley Glaser, formerly buyer 
of radio and phonograph records 
of Goldblatt Bros., Chicago, for 
its 15 retail outlets, has been ap- 
pointed manager of the radio sec- 
tion of the Crosley division of 
Avco Mfg. Corporation, 
nati. 


Opens Chicago Branch 


I. L. Chamberlain, Inc., Wash- 
|ington and New York, public re- 
lations counselor, has opened a 
Chicago office at 1 N. LaSalle St. 
|The company has recently ac- 
| quired the account of International 
Commercial Service, Inc. 


Ulinski Resigns 

John A. Ulinski has resigned as 
sales manager of Lang’s Brewery, 
Buffalo, to give full time to his 
federal duties as_ international 
boundary commissioner. 


Cincin- | 


but was forced to discontinue the 
service during the wartime film 
shortage. 

Kroger periodically uses various 
_china, plated silverware, lamps 
/and other premiums to push its 
grocery products. 


FC&B Appoints Reynolds 

Ed Reynolds, in the publicity 
department of Station WBBM, 
Chicago, has been appointed pub- 
licity director of the Chicago of- 
\fice of Foote, Cone & Belding, 
| effective Sept. 22. 


Building — 
SUPPLY NEWS 


With cotton from its own 


tiles and clothing in its own mills and factories, Lin- 


coln County, Tennessee, is 
economically, in the state. 
livestock are other leadin 
dustry and farming are 

electric power distributed 
seat, and throughout the 
one of the thirty-six counti 


trading area—the rich market blanketed by Nash- 
ville’s two great newspapers. 

NASHVILLE CITY ZONE POPULATION. .266,505 
NASHVILLE MARKET POPULATION..... 920,843 


& Hub of a 8600.000.000 Market 


-Tenn. Conservation Dept. Photo 


sunny acres made into tex- 


one of the best integrated, 

Burley tobacco, corn and 
g farm products. Both in- 
materially aided by TVA 
in Fayetteville, the county 
entire county. Lincoln is 
es comprising the Nashville 


EVENING 
= NEWSPAPER PRINTING 
“Represented by Th 


sees 


Nashville Banner The Nashville Tennesseal 


MORNING SUNDAY 
CORPORATION, ACENT 
e Branham Company. 


<< 
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. PHOTOGRAPHIC REVIEW OF THE WEEK 
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JUDGE INDUSTRIAL PAPERS—This team of industrial advertising experts ::: 
yids judged industrial paper entries in the |0th Annual Business Paper Editorial =::: 
lici Awards Sept. 4 at the Hotel Roosevelt, New York. Left to right (seated): *: 
>licity Harold A. Wilt, J. Walter Thompson Co.; Carl Spear, BBDO, and Ben Wal- =: 


— berg, Cramer-Krasselt Co. Standing: Jack Ghene, Haire Publishing Co.; Walter 
Ag. f- Dorwin Teague, industrial designer; E. V. Creagh, American Chain & Cable Co., 
‘ding, and L. Rohe Walter, Flintkote Co. 


-..¢n espatiol es “un pescador”’ 
ee] inglés, “q fisherman” 
... en fintandés, “walastaja’”’ 


CREMA OENTIFRICA LISTERIONE . .. :9m0 secere Pane ous Biever 


AWARD WINNERS—Winners in Reader's Digest International Advertising Awards were: (first place) Lockheed Aircraft 

Corp., Foote, Cone & Belding, Charles F. Porter, art director; (second) Schenley Distillers Corp., McCann-Erickson, Frank- 

lin D. Baker, and (third) Revlon Products Corp., McCann-Erickson, Dixon Mueller. Honorable mention, Eastman Kodak Co. 

(designed by John P. Smith of Rochester), Gotham Advertising Agency, J. Loren Head; and Lambert Pharmacal Co., 

National Export Advertising Service, Walter J. Kelly. The three winning art directors have been given round-trip air tickets 
to Mexico City, San Juan and Havana. 


MERCHANDISING EXPERTS AT WORK—Scanning merchandising paper en- 
tries in Industrial Marketing's annual editorial competition are Joseph P. Hardie, 
vice-president in charge of marketing, Bristol-Myers Co.; Thomas Creighton, =: 
editor, Progressive Architecture; ‘Pete’ Pennock, G. M. Basford Co.; Lawrence 3: 
Valenstein, president, Grey Advertising Agency, and Alfons Bach, industrial <:: 

designer. = 


| seves feel - 2 mesinteins seiferm comfort tomporaters « 3 eetomoticelly 
switches te lower feel-soving temperetore ot wight 4 extematicnlty refer: 
te desired duytime tempereture in the marning - 3 incresses your om 
fort and convssiene + § pays fer ituell over and over ogee. 


SELECT PROFESSIONAL WINNERS—Class, institutional and professional papers =: Oe ae 
entering the IM editorial competition were judged by (left to right): Douglas =: BS lioney well | i “s 
Wakefield Coutlee, director of advertising, Merck & Co.; Burnham Finney, 3: : ccna 
editor, American Machinist; James Dorsey, bureau of vocational education, =: 

State of Connecticut; Hal Pereira, Paramount Pictures, Inc., and E. M. Fleisch- 3: BACK AGAIN—This two-color page 


mann, vice-president, David A. Schulte, Inc. Winning business papers will 3: js being used in magazines by Minne- NEWSPAPER SIZE VIDEO—RCA Victor's new 15 by 20-inch screen television 
receive awards at New York and Chicago NIAA meetings Oct. 13. = apolis-Honeywell Regulator Co., Min- receiver gives a picture almost as large as a newspaper page and, according to 
neapolis, to announce a new Chrono- RCA, "five times as bright as most motion pictures.’ Suggested retail price is 


therm for regulating home heating. $1,195, plus tax and installation charges. 


, ' 

BR 
i ee 
AGENCY MEN HEAR FORUM ON ATOMIC ENERGY AT LAKE SUCCESS—An off-the-record Sadler, associate publisher, UN World; Harrison Atwood, vice-president, McCann-Erickson; Hugh 
forum sponsored by United Nations World at UN headquarters holds the attention of this group of MeKay, Maxon, Inc., and Sam Muelendyke, Marschalk & Pratt. Back row (left to right), are: Harold 
ad executives. Left to right (front row) are: Egbert White, publisher, United Nations World; Robert J. Marshall, vice-president, and Edward F. ears toe Oeneee SF Ste Tet fe — 
Allen vice-president, Fuller & Smith & Ross; Clarence Goshorn, president, Benton & Bowles; George Cowan Jr., Cowan & Dengler, and (at right, wearing glasses) Frank Egidi, Compton Advertising. 
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its August issue is the fattest is-;as a public official. Now that | 
sue of any magazine ever pub-| have achieved so many years | 
| lished. | think I could be pardoned for say- 
| If you will refer back to the | ing I have fought many battles 
| November, 1942, issue of Mill &|and won a few victories but the 
| Factory entitled, ‘“Know How | memory of the struggles involveg 
: ode , Handbook,” you will find that the | vanishes when some one, who js 
duction, sales and advertising, ac- | total folio of this magazine was|in position to appreciate some- 
quisition of raw materials and|gog pages, and the May, 1947,|what of the stress and strain of 
company financing. |issue of Mill & Factory, our Pro-|these battles, expresses 

On the other hand, stockholders ductivity Handbook issue, had a|mendation of my efforts. 
as a group are more likely to be total folio of 684 pages. You can! You and your publication have 


management conscious, less in-| see that their claim for a 432-page my very best wishes. 


This department is a reader’s forum. Letters are welcome. 
Champion Distributes are Gir da. weal anne 

| austry, roie of capl in 
Separate Co. Reports | business are all discussed. 


To the Editor: We are including} The Report to Stockholders is 
copies of annual reports recently |a new venture in our program of 
distributed to employes and stock- | stockholder relations. In addition 


holders of The Champion Paper |to the financial section, we have 


| ties, position of employes in in- 


com- 


& Fibre Company. 

The Annual Report to Cham- 
pions is the third in a series aimed 
at defining more clearly the Amer- 
ican free enterprise system and 
showing how the company fits 
into the national economic pic- 
ture. We believe that we are safe 
in saying that its théme, “The 
Story of American Business Man- 
agement,” has never before been 
treated in an employe report as 
it is here. Officers and managers 
of the company are introduced to 
the employes as being typical of 


added a well illustrated story of 
|last year’s operation. We intend 
| thus to make stockholders better 
informed about the affairs of the 
| company. 

Reason for issuing separate re- 
|ports for employes and stockhold- 
|ers is based on differences in pri- 
|mary interests of the two groups. 
It is felt that, while employes are 
familiar with manufacturing 
| processes and company products 
| from their day-to-day associations 
with them, they know compara- 


formed about physical operations. | hook is way off base, as is also| ARTHUR CAPPER. 
Thus, each report has been de-| their number of advertisers. The | 


: ; ; : | Senator from Kansas, Topeka. 
signed to provide the information | November, 1942, issue of Mill & | 

which the respective groups most | Factory carried 525 pages of ad-| ee 

need. 


| vertising with a much larger num- Wives Tell Job Story 

'ber of advertisers, and the May,, To the Editor: A. W. Theiss. 
| 1947, issue of Mill & Factory car- | director of publicity and adver- 
ried 560 pages of advertising with | tising for the Minnesota Mutual 


| over 500 advertisers. _ | Life Insurance Company, a client 
z } I thought that you would like | of ours, has come up with a very 
Business Paper Debates | to correct this in a future issue of | interesting advertising approach, 
Magazine's Claim your magazine. | “What Do The Wives Think?” 
| . . . ’ 
To the Editor: If you refer to E. M. STANLEY, is the interesting new theme of a 
Pp 24 of the A 4 i ye Business Manager, Mill & 
— Se Ue: © SOUS GE | = lPactory, New York. | 
VERTISING AGE, you will find a new 


F. C. GERHART, 
Advertising Manager, The 
Champion Paper & Fibre 
Company, Hamilton, O. 


~~ © 


the managers of American busi- tively little about the manage-| statement in there where Made- ' ip | 
ness. Management’s responsibili- ment problems involved ,in pro-|moiselle magazine believes that} Desire Comes First, 


‘Utility Ad Says 

| To the Editor: The advertise- 
| geet enclosed was published by 
Kansas City Power & Light Com- 
/pany in the Kansas City Star on 


” fe 
gat | | 
| Dd pel Id \k a — 


‘The Minnesota Mutwel | S22 


i MOLE 
Sissi uae abenntinuenenes te Life Insurance Company | — 
Ce | SAINT PAUL |, MINMESOTA $Me ee Nl ne 
ee me eee ee te ke ee Oe i J 


ee me me ete mt ee tee ee = 


eee em Cy Pee Ligh Company mee 
et ee ce Ree ne ee 
oe 
st ee 


series of ads being run in 10 

leading insurance trade journals. 

The series features the pictures 

of the wives of successful Min- 

nesota Mutual agents and state- 

li a & iH he ' ments attributed to the women 

¢ Aug. 31, and in the Labor Day | themselves. 

' ograp Ye aynes uses € editions of local labor publica-| The campaign is getting re- 
tions. I thought you might find it | markable results. 

of interest. 


— 


are the raw materials of 


} Kansas City Power & Light Company 


foe me eS ew ee 


Q. J. Davin, 
b ¢t ¥ ie eae th J. M. StTarrorp Jr., President, David, Inc., St. 
es ° eac @®e @ conn mes em rt hal ‘Geet’ Tae | Paul. a 


Railways Service Company, 


effectively to give you better " °:: 


Sen. Capper Replies 


Wants to Give Dealers 
‘Nielsen Brand Story 
| To the Editor: May I request 
permission to reprint, from the 
: To the Editor: I have received Aug. 25 edition of ADVERTISING 
* . a copy of the Sept. 1 Apvertisinc| Ace, your editorial summary of 
3 = $ Be oe q r fe | 44 be y = : 4 . 4 a o 9 r ee Pp lk y AcE, which contains an article| A. C. Nielsen’s data on Relative 
about me; and want to thank you; Turnover Velocity of National 
|for both the article and your| Brands versus Unknown Brands’ 
| courtesy in sending me a copy of | Likewise, permission is requested 
its 'to reproduce your related news 
I appreciate especially the sym-| story, “Most Grocers See Rosy 
pathetic manner in which the| Future, Volume up 22%.” 
| article deals with my long record As a subscriber to A. C. Niel- 


characteristic of progressive 


development. 


hates a Med “Kee” _ diac sant? 
Zo hele rr ee vee minncndl 


BALTIMORE: 30 WEST 25TH STREET © Phone: BELMONT 0861 iar SPIRE 
WASHINGTON: 1140 EAST-WEST HIGHWAY, SILVER SPRING, MD. @ Phone: SLIGO 8000 oe an 
NEW YORK: SUITE 303-4, 424 MADISON AVENUE e Phone: PLAZA 8- 2740 
PHILADELPHIA: THE INQUIRER BUILDING e RITTENHOUSE 6-5988 
CLEVELAND: 1836 EUCLID AVENUE, CLEVELAND, OHIO @ SUPERIOR 4029 
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HAYNES com LITHOGRAPH CO., INC. 


IN SILVER SPRING, MARYLAND, 


"Send for FREE CATALOG “Colors that Sing 

describing Black Lights, fluorescent lacquers, crayons, = 
water colors and fabrics. Simple to use. Write today. — 

BLACK LIGHT PRODUCTS — 


67 East Lake Street Chicago 1, Ill, _ 


ADJACENT TO THE NATION'S CAPITAL 
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two dozen or more house organs, 
sales publications and consumer 
magazines, I have used a good 
many similar essays and other 
clips as filler, but I have always 
been meticulous in giving the 
original author full credit. How- 
ever, I have been pained many 
times to observe that many house 
organ and other editors handle 
such matters very carelessly, and 
even deliberately omit names of 
authors when they are easy to 
discover, in the hope perhaps— 
as you say—that readers will 
ascribe the authorship to them. 

I hope you will follow this 
article up with another, for the 
benefit of such  pusillanimous 


r 15, 1947 Advertising Age, September 15, 1947 
ow that | sen’s Food Index, we would con- 
y years | sider it of real usefulness to re- 
d for say- print both these items in our 
ny battles dealer newspaper, the ‘“Pictsweet 
2s but the Post,” a copy of which is attached. 
s involved This broadside is sent by direct 
1e, who js mail to our own list of approxi- 
ate some- mately 18,000 grocers, canned food 
| strain of buyers, advertising managers, etc., 
ses com- in the western United States. 
IS. Many thanks. 
ation have J. L. BROTHERTON, 

Advertising Manager, Pict- 
‘APPER, sweet Foods, Inc., Mount 
Topeka. Vernon, Washington. 

3. Ee 

ory Puts ‘Honest John’ 
W. Theiss, § to Work Selling Books 
and adver- 


To the Editor: Perhaps the en- 
closed might be of interest to your 
readers. It is sales promotion in 
the form of a political campaign. 

The merchandise to be sold is 
my recently published book, “How 
to Win in Politics.” 

This is an attempt to sell by 
putting on a mock political cam- 
paign, of which this caricature of 


ota Mutual 
ay, a client 
with a very 
' approach. 
es Think?” 
theme of a 


Vote For 


HONEST 


people, giving them some of the 
facts of life regarding rendering 


“credit to whom credit is due.” 
Also please explain to them the 
true meaning of the word “plagia- 
rism,” and that other word, 
“ethics.” 

And congratulations to F. F. 
Beirne for doing a beautiful little 
essay. 

C. Harry Nims, 
Evanston, Ill. 
> wow 


New Hiccough for Hough 

To the Editor: Just back from 
vacation and catching up on ac- 
cumulated publication reading, 
which accounts for this belated 
comment on the letter in AA 
Aug. 11, entitled, “Hough Finds 
It Tough.” 

Was much amused, and re- 
minded of an “ough” stunt my 


grandmother taught me years ago, | 


that always entertained me 

mightily. This is how it worked... 
First you line up these “ough” 

sounds that occur in the English 

language: 
Though the Rough Cough and 

Hiccough Plough them Through. 
Then you take each “ough” 

sound and go down the list thisa- 

way: 

Tho the ro co and hicco plo them 
thro 

Thuf the ruf cuf and hiccuf pluf 
them thruf 

Thof the rof cof and hiccof plof 
them throf 

Thup the rup cup and hiccup pluf 
them thrup 

Thow the row cow and hiccow 
plow them throw 


57 

Thu the ru cu and hiccu plu them 
thru 

Haven’t thought of this in 

years, but my deep sympathy for 


Messrs. Hough and Blough 
brought it back to mind. What 
a dog’s life they must lead! 
Bough-Wough! 


RutTH B. Fox, 
Advertising Manager, Edward 
Stern & Co., Philadelphia. 


SIGHS OF LONG LIFE” 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ * Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


*Trodemorks Reg. U.S. Por OF 


STAWDARD RATE & DATA BS 
“The National Authority 


‘The new PRODUCT-ADVERTISING GUIDE begins 
in the September issue of this section 


ESI pill fod the neve service tare « grea i 


=, 
cm Me We 
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SS 


maqasines lor the advertising o| upecife produce 


ee ee 
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y BSTH the new 


Product-Advertising Guide 


< 


for consumer goods 


run in 10 
ade journals. 
the pictures 
cessful Min- 
s and state- 
the women 


*" DOG 
. awn. FF CATCHER 


getting re- 


| INTRODUCING... 
| A Sensational new book on the art of 
master-minding political campaigns. 
Dealers This book—“HOW TO WIN IN POLITICS,” 
‘ takes the gamble out of running for any office, 
story from Dog Catcher to U, $. Senator and shows 
| how to beat old-style hocks like “Honest 
fay I request Jotin 2 
nt, from the 
ADVERTISING 


a political pamphlet is a a 
As you probably know, many poli- | 
ticians’ efforts are just like this. 

In addition I am distributing 
political blotters on the same 
theme, and the next phase, start- 
ed after Labor Day, includes 


summary of 
2 on Relative 
of National 
10wn Brands’ 
1 is requested 
related news 
rs See Rosy 


22%.” tavern cards—the kind used by 
o A. C. Niel- J Politicians to advertise themselves 
via tavern windows, telephone | 


poles, the sides of shacks, etc. I) 
cannot truthfully state that I will | 
follow this up with billboards— | 
by far the most spectacular varia- | 
tion—because of the cost and dif- | 
ficulty of widespread effective | 
coverage. 
My idea in this campaign is to) 
approach my market through the | 
medium my potential market is | 
most likely to thoroughly appreci- | 
ate—the tried-and-true orthodox | 
campaign technique. 

If your readers would be inter- | 
ested in this variation on a theme 
of advertising, I will have been| 


most happy to have been of serv- 
ice. 


HAROLD GAUER, 
Assistant to the General 
Agent, Security Mutual Life 
Insurance Company, Milwau- 
kee, 


a 


Digging Pleases Reader 
To the Editor: All honor to you 
for digging up the facts regarding | 
the true authorship—and the! 
author—of the piece on “An Ex-| 
fcutive Has Nothing to Do.” 
As editor, in my time, of some | 


id 


t 
f 
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ee 


Locking vome magannt 
Job Lor the product you're 


we 


Checks Your Memory 


A SPACE BUYER SAID: “Your plan for the 
Consumer Magazine Section seems like a 
marvelous thing. If I have a specific (prod- 
uct) classification, or a new account, I can 
check myself by referring to such a list. 
Now, we have only our imagination and 
memory to guide us.” 


Saves Time and Oversights 


A MEDIA BUYER SAID: “A listing of this 
sort can be a time saver and help me settle 
the problem of whether or not I have over- 
looked a publication.” 


A Useful Reminder 


ONE MEDIA DIRECTOR SAID: “It (the Guide) 
will certainly be a reminder by informing 
me which magazine can be suitably used. 
The space buyer isn't going to lose any 
sense of judgment. He can still decide 
whether to use a publication or not.” 


A Much Needed Help 


ANOTHER SPACE BUYER SAID: “This idea is 
something I've been looking for for some 


Bo sdvertising will be carrad im the 
he beet eee, SS 


‘The Guide lo « new KIND of service = body wo bare “aot =i : 

You will find it s time saver, Vou will trom » purely rn - Kew ; y 
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STANDARD RATE & DATA SERVICE, Ine, 
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i. Sank every 
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time. After a number of years you should 
know all the books, and you should have a 
good idea what books should be used for 
what products—and sti// you might miss 
one. And the one you miss might be one 
that could do a good job. 


“The advantage of this idea is that you 
have everything in front of you at once and 
can refer to it easily and quickly.” 


Over 200 agency account executives and 
media buyers, advertising managers, sales 
managers, and others who control millions 
of space dollars annually, cooperated in the 
penetrating inquiry into space buying 
practices that resulted in this new maga- 
zine selecting tool. 


Turn to Your September 
Consumer Magazine Section 


Note the organization of useful informa- 
tion it gives you—in the Guide charts, the 
bibliographies of product studies and sur- 
veys, the lists of distribution papers—a// 
classified by products. See how it expands 
the list possibilities for your product and 
simplifies the job of “getting started.” 


No advertising will appear in the first (Sept.) issue of the Guide. But begin- 
ning with October, and every month thereafter, space will be available for 
the publications that want to give you more on-the-spot product information. 


ia: oa ak: a ec 1” NRSOLST REY TE 


ARTIS SADR Pea cn a rem. 


CONSUMER MAGATINE 


STANDARD RATE & DATA SERVICE 


The Watlonal pbuthority 
BOTTHOF, 


333 NORTH MICHIGAN AVE. * 
LOS ANGELES ° 


WALTER E. 


WEW TORK ° 


Publisher 
CHICAGO 1 


. advertisers in 
the September issue of 
_ the Consumer 


: 4 Magazine Section 


"SEB how it begins where you begin 
your analysis of magazines — with 
the product you're interested in. 


SEE how it will help you make sure 
of not overlooking magazines that 
can help sell your product. 


SEE how it assembles and organizes 
—for the first time in one place— 
basic information on hundreds of 
magazines to help you identify those 
which closely match your market 
requirements. 


"SEE how it tells you where to find 
up-to-date information about those 
magazines—or about their markets 
for your products. 


1SEE how it will save you hours of 
work digging up the facts you need 
in selecting the magazines for your 
advertising. 
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® |\ing. The only representative of | push pins. | Squibb _ institutional campaign dustry. Iron Fireman, the only 
MAB Series Tells | ‘smoking materials” thus far is Associations covered include | (since 1921) has been run _ in| heating appliance manufacturer 
bes & H. Stern pipes. The large | American Gas Association and | magazines”; that magazines have|which advertised in magazines 


» P ‘cigaret and soap companies have|Can Manufacturers Institute. | been the major medium of Penn-| every year for the last two decades 
123 Advertisers | not yet been included. Neither |sylvania Grade Crude Oil Asso-| (spending 60% of its entire budget 


j|have such major advertisers as 
|General Foods, General Mills, 
Standard Brands, Sterling Drug, 
Campbell and Heinz. 


Case Histories | On the other hand, American 


' . ' ° | Home, Kraft Foods and E. R. 
Experiences of Big |Squibb each are represented by 
and Little Firms 


| several “experiences.” Case his- 

Sh e R tories thus far presented range 
own In eports | from such large individual adver- 
tisers as Bristol-Myers and An- 
New YorK—For 16 months, | drew Jergens, Chevrolet and 
since May, 1946, the Magazine| Ford, Westinghouse and Zenith, 
Advertising Bureau has been pro-| porden and National Biscuit, to 


viding salesmen of member pub- | such small space advertisers as 
lications with a steady stream of | 


2 > 
: ‘ad .1 sauce and Moore 
“magazine advertising expe-| Heublein’s A.1 


riences” of individual companies 


Other Media Mentioned ‘ciation since 1923; that Jantzen|in this medium) operated in the 
a Knitting Mills in 25 years has| black every year. 

PR cosy nag Bo - rr cee, ai. 'spent “60% of its space money in _ Kleenex and Kotex of Interna- 
rector of the bureau, the case his- magazines.” For 20 years, the bu-| tional Cellucotton have used 
tories often mention other major |TC@U says, “Chevrolet has aver- magazines primarily. Pullman, 
media used by the advertisers. | 28ed more than $1,000,000 yearly which launched its first nationa] 
Some, such as Hamilton Watch,|i2 ™agazine advertising” (but| campaign a decade ago, has aver- 
re Gelatine and Bon Ami, have Chevrolet in normal years also | aged nearly $450,000 in magazines 
used magazines almost exclusively | uses up to 6,000 daily and weekly | annually since then. Goebel of 


for 40 years or more. With others, | "©€WSPaPeTs, with its dealers). Detroit is cited as one example 
such as Bristol-Myers’ Vitalis and Push Baby Foods of gen ee ee have 
Wilson Brothers men’s clothing, | gone national, gn maga- 


MAB cites the support of network| Magazines, through the expe- | zines, in recent years. 

radio and newspapers. | riences of Gerber and Clapp, claim | Although Borden is now spend- 
MAB points with pride, how-| large credit for developing the | ing more for time and talent on 

ever, to the fact that “the entire | $100,000,000-a-year baby food in-| network radio than in magazines 


and industries. | 

An index issued by MAB for 
the first year of the series, last 
April, listed the separate “expe- | 
riences” of 103 advertisers in 15 | i 
different industries. Since then | 
the number of advertiser partici- | 
pants has been increased to 123, | 
and the number of classifications | 
to 17 with the addition of) 
“smoking materials’ and motion | 
pictures. 

MAB provides a ring binder for | 
the series and blank data sheets | 
for the various. classifications. | 
Most of the case histories are one | 
printed page. On each of them is 
emphasized that “this bulletin 
may not be reprinted without the 
consent of the advertiser.” 


Liquor Class Missing 


Classifications included are au- | 
tomobiles and trucks; automotive 
accessories, gasoline and oil; build- | 
ing materials; electric appliances, | 
radios, home equipment; clothing | 
and textiles; jewelry and silver- | 
ware; foods and food beverages; | 
drugs and toilet goods; soaps and | 
housekeeping supplies; financial | 
and insurance; machinery § and/| 
manufacturers of materials; sta- | 
tionery and office supplies; travel | 
and amusements (two railroad | 
companies), and “miscellaneous” | 
(two brewers). 

The liquor classification is miss- 


| 
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If you sell 
SHAMPOOS 


You Need WIBW | 


In Kansas and parts of six 
adjoining states WIBW. is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


, 


WIBW | . 
Topeka... Kansas 


STUDEBAKER 
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a three-page “experience” points 
out that Elsie and Elmer and 
Beulah (and presumably the new 
child, as yet unnamed) strut their 
stuff in magazines and argue in 
magazines why “. . . if it’s Bor- 
den’s it’s got to be good.” 


Sunkist Big Advertiser 


Since Sunkist started with a 
$10,000 appropriation 40 years 
ago, and boosted the figure grad- 
ually to the present $3,000,000, 
MAB shows, “a major portion of 
the investment” has been in 
magazines. Sheaffer Pen began in 
magazines in 1914, and continues 
to spend a large part of its pres- 
ent $2,000,000 in this medium. 

Life Savers, long controlled by 
Edward J. Noble, (chairman of 


American Broadcasting Company 
—although MAB doesn’t say it) in 
recent years has spent more in 
magazines than in newspapers, 
and none at all in radio. Pillsbury 
Mills spends more in newspapers 
than either magazines or network 
radio, but has been a magazine 
advertiser since 1885. National 
Biscuit is now the “largest maga- 
zine advertiser in the baking busi- 
ness.” 

Magazines, it seems, are largely 
to be blamed for the bubble gum 
craze, as a result of Fleer’s con- 
sistent use of this medium. 

Not yet covered in the “expe- 
rience” series are such important 
magazine campaigns as those of 
Association of American Railroads 
and Air Transport Association, 


and the new magazine campaigns 
of the oil industry and National 
Association of Manufacturers. 


Plugs Yankee Toffee 


Brown & Haley, Tacoma, Wash., 
maker of Almond Roca, has 
launched an outdoor, newspaper 
and spot radio advertising cam- 
paign to introduce Yankee toffee 
to its western market. Honig- 
Cooper Company, Seattle, handles 
the advertising. 


Joins Pepsi-Cola 

Paul M. Mayer, formerly in the 
soft drink business in Arizona, 
has been named sales manager of 
the Pepsi-Cola Bottling Company 
of Chicago. 


Brand Gasolines 


to Make Return 
in British Isles 


LONDON — Brand-name gasoline 
will return to the British Isles 
Jan. 1, but it will mean little to 
the average motorist. 
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/270 miles to 180 miles of travel 


monthly. 

Gasoline marketers, who spent 
close to $1,000,000 yearly in news- 
paper advertising before the war, 
currently are able to get little 
space in papers becaus: of the 
newsprint shortage. 


‘Cole Agency Adds 


Announcement that the Petro- | Haberman as Partner 


leum Board, through which all | 


gasoline has been pooled and dis- | Francisco, 


L. C. Cole Advertising, San 


has been changed to 


tributed since early in the war,|/L. C. Cole Company with the 
will be abolished at the end of | addition of William E. Haberman, 


the year, came shortly before an- | formerly 


account executive of 


nouncement that gasoline rations | Foote, Cone & Belding, San Fran- 
for nonessential driving will end | _cisco, as full partner. Mr. Haber- 


Oct. 1. 
Recently the gasoline ration was 


|reduced from enough to permit 


THE MAGAZINE 
OF NEWS SIGNIFICANCE 


man will serve as an account ex- 
ecutive of Cole and will be in 


|charge of the plans and creative 


work. 

L. M. Clayberger, formerly ad- 
vertising manager of Paraffine 
Companies, has joined Cole as an 
account executive. 


DeLoach Agency Moves 

DeLoach Advertising Agency, 
Dallas, has moved its offices to 
1005 Gulf States building. 
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1 Give 
“Autopoint”’ 
IMPRINTED 
INDEX 


Something 
new in busi- 
ness gifts— 
give this in- 
Stant action 
Index with 
your name or 
slogan im- 
printed. It 
will keep 
prospects constantly reminded. 


Press just one key and index flips back 
to alphabetical page on which to enter 
names, phone numbers, data, etc. on 
the roomy 4” x 5” index cards. Easily 
removed and reinserted in a matter 
of seconds. Also 100 loose memo 
sheets in base. Beautifully finished in 
walnut or black. Mail coupon for 
details and prices. 

r\} % 


Ciutopotnt \mprinted 
MEMO CASES 


Another popular 

‘“‘Autopoint’’ im- 

printed number. 

Comes in 2 sizes— 

filled with 200 writ- 

ing sheets 4” x 6", or 
3” x 5”. Molded of plastic in black or 
walnut. Your name on the front will 
be a constant reminder. Mail coupon 
for details and prices. 


TRADE 


INDEX 


Precision-Built by the Makers of 
"'Autopoint” Pencils 


mane 


Autopoint Company, Dept. AA-9, 1801 Foster Avenue, Chicago 40, III. 
T putopoint COMPANY . 
Dept. AA-9, 1801 Foster Avenue, Chicago 40, Illinois | 
Please send me details and prices on 


| “Autopoint’ Imprinted Index 

| “Autopoint’ Imprinted Memo Cases | 
Have Salesman call 
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The Hearst Newspapers on 
Americanism 


., PaaS 


(Communism 


FROM AN EDITORIAL BY 


William Randolph Hearst 


PUBLISHED IN HEARST NEWSPAPERS JULY 23, 1934 


*“As a matter of plain fact there never has been a 
‘forgotten man’ in this country. 


“There never has been a class or a kind or a sect 
or a section which has not been sympathetically 
considered and cared for by our Government. 


‘There never has been in the historical records of 
the world so much liberty and so much liberality, so 
much personal independence and so much indi- 
vidual and national prosperity so equitably dis- 
tributed. 


“There never has been a nation before where 
even the humblest citizen surpassed in welfare the 
well-to-do of other lands. 


“There never has been a country where every 
citizen had so much voice in government and so 
much benefit from the intelligent and impartial 
administration of government . 


“Why should we disturb the peace and harmony 
and successful progress of our nation under such 
genuinely democratic policies? 

“Why should we jeopardize our liberties? 

“Why should we set class against class and citi- 
zen against citizen? 

“Why should we teach revolution? Revolution 
against what? Against happiness and concord and 


unprecedented progress and unexampled develop- 
ment?” 


0% HERE LIE 
HERE LIE 
1219 


HERE LIE HERE LIE 


315000 255250 
PEASANTS <7 = oe 


s 


Communism offers no more today than it did 13 years ago 
when this editorial was written. Yet the Communism tyranny 
is spreading by duress and deceit throughout much of Europe. 

The Hearst Newspapers will continue to use all their 
resources to see that what is happening abroad shall not 
happen here. 
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Ihe é ag - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


7 POINTS TO CONSIDER IN BUYING PAPER FOR 
LETTERPRESS PRINTING 


Before you plan a booklet, circular or 
_rder blank it is always wise to check 
with your printer or paper jobber to 
make sure the printed form you have in 
mind can be run economically. 

Too many direct mail advertisers make 
up an attractive dummy, have the cuts 
made and the type set only to find that 
to print the job no allowance has been 
made for bleed or the job will not cut 
out economically from the paper stock 
the job is to be printed on. 

Here are seven practical suggestions 
i consider in planning printed matter: 


|. Does the stock cut economically? 
This is very important. Check sizes 
efore you plan your job. Book stock, 
which includes coated, super, S&SC, 
MF and EF come in three standard sizes: 
25 x 38, 28 x 42, and 35 x 45. Bond stock 
comes in four standard sizes: 17 x 22, 
19 x 24, 17 x 28, and 22 x 34. 


2. Watch the weight. 


Before you proceed, have a dummy 
made up of the stock you plan to use to 
check the mailing weight. Perhaps a 
lighter weight stock may save you hun- 
dreds of dollars in postage. 


3, Check the printing surface. 

If you plan to use halftones, check the 
printing surface for the proper halftone 
screen. If you use 120 screen, you need 


You OQuagtt toKnow . 


A few years ago a young magazine 
writer was sent to San Francisco by his 
editors with instructions to “get next to 
this big West Coast advertising man, 
Emil Brisacher” and bring back a story. 
Arriving in town, he 
made the necessary ar- 
rangements and pro- 
ceeded to his first 
meeting with “the big 
advertising man.” He 
was ushered into Mr. 
Brisacher’s private of- 
fice and the door shut 
behind him. The chair 
behind the desk was 
empty, so he sat down 
Emil Brisacher and started twirling 

his hat pending Mr. 
Brisacher’s appearance. 

Then it was he noticed a little fellow 
under the desk—obviously the office boy 
-busily picking up sheets of paper. The 
Writer watched while the fellow finished 
lidying up under the desk and finally 
‘tawled out. As the “office boy” stood 
up and smiled in his direction, the writer 
pened his mouth to remark something 
‘0 the effect, “Kinda sloppy, your boss, 
fn!” But before the words got out, the 
voy” smiled again and spoke, ‘Hello. 

n Emil Brisacher.” 

As he confided later to McKie Donnan, 
chief of Brisacher, Van Norden & 

the magazine writer regained his 
osure sufficiently to continue with 
he interview, but that was the last time 
“€ ever accepted his editor’s descriptions 
0 literally. 

Regardless of his physical stature, 
iowever, Emil Brisacher is a big man in 
‘““vertising on the West Coast. Present 


Staff 


a coated stock, while 100 screen can be 
used on MF stock. 


4. Check the folding qualities. 

Certain enamel stocks will not permit 
folding without cracking. Ask your 
printer for advice on this point. 


5. Which way should the grain go? 


Ask your printer about this point. 


6. Allow for bleed. 

Space must be allowed for gripper mar- 
gins and trim when you have bleed. 
Check with your printer. 


7. Postal regulations. 

Many a direct mail advertiser has got- 
ten into difficulties because of his lack 
of knowledge of postal regulations. For 
example, a private mailing card cannot 
be smaller than 234 x 4 inches, or larger 
than 39/16 x 59/16 inches. The mini- 
mum weight postcard stock the post 
office will accept is 85 pounds. Booklets 
of 24 pages or more (size of page doesn’t 
matter) can be mailed for two ounces 
for 1 cent up to eight ounces. A booklet 
with less than 24 pages costs 1% cents 
for each two ounces or fraction thereof, 
not exceeding eight ounces. 

You can save yourself a lot of grief 
and money by first checking with your 
printer before going ahead with the 
preparation of any printed matter. 


eo « Emil Brisacher 


billing for his agency runs well over the 
$6,000,000 mark. Expansions are in 
progress in the San Francisco, Los An- 
geles and New York offices, and a Chi- 
cago office will soon be opened. Billing 
is expected to top $10,000,000 within 
two years. 

Billing for 1919, first year of the 
agency’s existence, was $35,000. 

Associates of Emil Brisacher are quick 
to point out his outstanding ability at 
selecting the obvious in planning any 
sales and advertising campaign and his 
intuitive delegation of responsibility. 
Seldom, they say, has he miscalled the 
play on either one. 

Emil Brisacher’s grandfather migrated 
to California in the famous year, 1849. 
Emil was born in a little room behind 
the family store in Centerville. As far 
back as he can remember, Emil says, he 
has lived in an atmosphere of selling. 

His first venture into the advertising 
agency field came with the old Honig 
Advertising Company in San Francisco. 
This was in 1915. After a year he moved 
over to the George F. Eberhard Com- 
pany, a firm which had an advertising 
agency division and also an Ingersoll 
sales agency. Emil was given the job 
of managing the advertising agency. 

With World War I came ai short 
stretch in the Navy. 

Finding himself in the same position 
as many veterans of today, Emil finally 
decided to establish his own business. 


So in 1919 he opened an office in the 
Flood building and tacked up _ his 
shingle—‘“‘Emil Brisacher, Advertising 


Engineer.” 
His first account was the Pacific Sani- 
tary Mfg. Company. At that time, a 


aemeaa 


period very similar to the present build- 
ing boom, plumbing fixture manufac- 
turers were dumping second-grade prod- 
ucts on the market at top-quality prices. 
Seeing at once the obvious pitch, Emil 
prepared a campaign for his client to 
tell the truth about the plumbing fixture 
business. It was only a matter of time 
before Standard bought out Pacific Sani- 
tary, relates Emil, to remove such ag- 
gressive competition on the West Coast. 
McKie Donnan was the first addition to 
Emil’s staff. He joined ‘‘Emil Brisacher, 
Advertising Engineer’ in 1920 as copy- 
writer. Not long after his arrival, how- 
ever, Emil lost his secretary. She be- 
came McKie’s wife. 

A year or so later Robert T. Van Nor- 
den accepted a job as office boy. Today 
he is Emil’s partner and head of the 
agency’s Los Angeles office. 

In 1925 the agency moved its offices 
to the Crocker building at the corner of 
Montgomery and Market streets. With 
this move the name was also changed to 
“Emil Brisacher & Staff, Advertising En- 
gineers.”’ 

That same year Emil opened his Los 
Angeles office, his first expansion into 
the national agency field. Ten years later 
the firm name was changed to Brisacher, 
Davis & Staff, and in 1940 a New York 
office was opened. Two years ago the 
agency assumed its present name. 

Emil, or “Bri” as he is known around 
the office, will tell you with feeling about 
the loyalty of his clients. He has had 
such accounts as the Paraffine Companies 
and Van Camp Seafoods for 27 years; 
Merchant Calculators, 26 years; Gantner 
swim suits, 19 years, and Acme beer, 17 
years. He refuses to play the role of yes- 
man with his clients. His suggestions are 
made according to what he feels is the 
best merchandising tack for any account, 
regardless of how contrary they are to 
the client’s way of thinking. 

And Bri has found this method of 
operation pays off. Today he is called in 
on all kinds of meetings with clients. 
He has flown more than 300,000 miles in 
servicing his accounts. 

One client offered to pay the agency 
a fixed percentage of its sales during the 
war in lieu of commissions because ‘‘we 
do not know whether advertising will be 
continued during this war and it is im- 
portant that your organization continue 
intact. This fee is justifiable because 
your services embrace so much more 
than the preparation of advertising.” Bri 
says the percentage offered would have 


PRODUCTION AND WAGE COSTS IN MANUFACTURING 
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resulted in a fee of $120,000 a year. 

Brisacher, Van Norden & Staff follows 
the policy of handling only a few major 
accounts and a lot of medium size ac- 
counts. This way, Bri says, he and the 
90-some people on the agency’s staff 
manage to sleep fairly well every night. 

There has never been a year that the 
agency has failed to show a profit. De- 
pression years are better than lush times. 

The first two-color newspaper adver- 
tisements were created by Brisacher. 
Following their introduction on the coast, 
they spread throughout the country. 

Another first chalked up by the 
Brisacher organization was in radio quiz 
shows. “Who Am I?” was first, spon- 
sored by CHB condiments, which was a 
long-time Brisacher account, on Pacific 
Coast networks. Later the show was 
picked up by Philip Morris for national 
airing. 

In connection with the CHB account, 
Bri likes to boast about the bargain 
trademark he picked up for his client. 
One day when looking through Coronet 
magazine he noticed a photograph of a 
little girl who looked like she’d just 
tasted a green persimmon. Following up 
his idea flash with action, Bri bought the 
rights to the picture for $100 and turned 
it over to his client. The company now 
values its ‘Pickle-Puss’” trademark at 
$200,000. 

Bri’s approach to .advertising has al- 
ways followed the simple, direct path. 
The obvious, tastily seasoned with imag- 
ination, is his dish. He judges a piece of 
advertising by the amount of products it 
sells rather than by how beautiful it is. 
It is Bri’s conviction that a good adver- 
tising man must first be a good business 
man. Evidence that Bri has succeeded 
in being a good business man is re- 
flected in the fact that he is asked to sit 
in on all policy-making meetings with 
the top management of the Paraffine 
Companies. 

All executives of Brisacher, Van Nor- 
den & Staff participate in a profit-sharing 
plan. 

Bri lives with his wife out in the Park 
Presidio section of San Francisco. A son, 
Robert, is now in the agency’s New York 
office as copywriter. Daughter Elaine at- 
tends the Laboratory Institute of Mer- 
chandising in New York, training to be 
a fashion buyer. 

Bri plays a lot of golf, but work pre- 
vents his taking off on fishing trips as 
often as he would prefer. Mrs. Brisacher 
is the bowler in the family. 
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Lowe Appoints Sharpe 


Lowe Bros. Company, Toronto, 
manufacturer of paints, has ap- 
pointed E. J. Sharpe manager of 
the trade sales division. 


Appoints Pollard 


S. B. Pollard, Montreal district 
manager, has been appointed sales 
manager of Moore Business Forms 
Ltd., Toronto, succeeding T. B. 
Allen. 


<g> ADVERTISING | 


AGENCY 
\\EXECUTIVE:  - 
DON'T BE AFRAID ‘to 
fill your catalog pages 
with sizes, weights, 
colors—dealers want 
all in 
fingertips. rn 
@ DEALERS’ Di RY 
ISSUE OF BU owns 
SUPPLY 5 


(Closing October 1st) 


Canadian Group 
Sets Up Public 
Service Program 


Toronto—A five-plank platform 
of public service projects for 
member clubs during the 1947-48 
season were announced here re- 
cently by Hall Linton, president 
of the Canadian Advertising and 
Sales Federation. 

The federation, he said, will 
recommend these five projects for 
consideration of all clubs: Voca- 
tional guidance; training projects; 
an essay contest for high school 
students; a speakers’ panel on 
freedom of business, and coopera- 
tion with local community serv- 
ice organizations. 

Two CASF awards will be pre- 
sented in June, 1948, the federa- 
tion president announced. One 
will go to the member club making 
| the greatest progress in its gen- 
eral operations during the year. 
| The second will be awarded to the 
|club organizing the most complete 


|plan and performing the greatest 
|}amount of public service during 
the year under the “vocational 
guidance” heading, as related to 
occupations in advertising and 
selling. 

Mr. Linton told a meeting of 
Montreal and Toronto club offi- 
cers that the federation has under- 
taken a series of studies in club 
operation, to pool the experiences 
of member clubs for the help of 
all members, and particularly the 
younger clubs and those now be- 
ing formed. 

Eighteen clubs in 12 Canadian 
cities now are members of the 
national organization, four of 
them women’s clubs. Others are 
in process of formation. The fed- 
eration itself was founded in 1944. 


Named Representative 


Robert K. Farnham, 17 E. 42nd 
St., New York, has been appointed 
eastern advertising representative 


for Meat Merchandising and 
Locker Management, published by 
|Meat Merchandising, Ine., St. 
| Louis. 


- is the story of a radio station 


John H. DeWitt. 


and a man—the story of WSM and 


Inthe fledgling days of radio, young 
“Jack” DeWitt was the man who 


helped construct WSM’s first 


watt transmitter. Since that time, the 
station has grown—so has the man. 
In the course of his career, Mr. 


DeWitt became chief engineer of 


WSM, a post he held until 


when he resigned to enter research 


1,000 


war, he, with the rank 


1942 


HARRY STONE, GEN. MGR. @ EDWARD PETRY & CO., NATL. REPRS. 


work for the government. When America entered the 


of Lt. Col., continued research 


which ultimately resulted in his internationally famous 
feat of contacting the moon via radio. 
Today, the radio station and the man are reunited. 


It is with pride that we announce the appointment 


of John H. DeWitt as president of WSM, Inc. 


NASHVILLE 


: Sula. ..the powder of fascinating women ~ ’ 


en amazing face powger 


blended with infinite skill 


SOCIETY LEADERS—A portrait of Mrs. 


‘ 
tinted subtly in the pearl 

canvas. # clings for hours, giving thot glowing, | 
grent painter, This Jook is yours 


Me Oe . 
J villy Gy an 


socialite, starts off the new series of Dorothy Gray Ltd. magazine advertisements 
featuring ' ‘fascinating women.’ Lennen & Mitchell is the hem is the agency. 


WPTZ to Build 
New Antenna 


PHILADELPHIA—Construction has 
been started on a new 552-foot 
antenna tower at the transmitter 
of Philco television station WPTZ 
here. 

Ernest B. Loveman, vice-presi- 
dent of the Philco Television 
Broadcasting Corporation, said 
the new tower—one of the high- 
est ever built for television—will 
quadruple the area served by the 
station and bring clear television 
signals within reach of about 4,- 
000,000 people. 

At the 250-foot level will be a 
platform designed to aid in re- 
search now being conducted by 
Philco engineers on microwave 
television relaying and other com- 
munications at high frequencies. 


Rewards Debaters 

The Detroit Free Press, a 
Knight newspaper, will offer a 
$2,500 annual scholarship as an 


inducement to Michigan high 
school students to improve debat- 
ing. The newspaper also. will 
award bronze plaques to high 
| schools, gold watches to winners 
‘of final tournament debates and 
certificates of merit to all students 
| who participate in one or more 
debates during the school term. 


‘To Publish Directory 


Automotive Booster Clubs In- 
ternational, Detroit, will publish 
a 400 to 500-page directory, list- 
ing its 3,000 members and the 
name of the company each repre- 
sents. The directory will carry 
both member and manufacturer 
advertising. 


developed with the vimost precision ond finesse . 
exquisite shades on’ ortist puts on f 


wninous lovkeot “a portrait by o truly 


the moment it t aches your skin, 


Farrell Steele, Nashville and Palm Beach 


New Dorothy Gra 
Series Portrays 
Famed Socialites 


New YorK—Dorothy Gray Lté 
will present, one by one, a “gal 
lery of fascinating women” in it 
1947-48 campaign, starting in Sep 
tember issues of women’s and 
general magazines through Len 
nen & Mitchell. The campaign : 
part of the company’s largest pro 
motional program. 

The women illustrated in thi 
full-page, four-color series wer 
chosen by a jury of experts to in 
clude representative types fron 
all parts of the country—each oj 
them “straight out of the Social 
Register.” 

First subject is Mrs. Farrell 
Steele, of Crieve Hall, Nashvill 
and Palm Beach. Others includé 
Mrs. R. Fulton Cutting II, 0 
Westbury, L. I., and Mrs. Edgar B 
Ward of Hollywood, known lt 
moviegoers as Jane Wyatt. 

Daily newspapers in _ large 
cities will be used to support the 
magazine campaign. The portraits 
painted by famous artists, will > 
shown in a special Dorothy Gray 
Gallery at the opening of a new 
salon at 445 Park Ave., New York 
this fall. 


Dipfoam Names Ronalds 

Dipfoam (Canada) Ltd, T° 
ronto, has appointed Ronalds Ad 
vertising Agency, Toronto, \ 
handle its advertising. A _ test 
campaign will be launched in ¢ 
selected Ontario center, markiné 
the first newspaper adverts 
since the manufacture of the ne’ 


Dipfoam. 


FINE OFFSET LITHOGRAPHY 


THE VERITONE COMPANY 


57 W. GRAND AVE., +  cHicago !0 
WHITEHALL 5997 


> r d oe : ; 3 m ~" ll q ap in al Bes mS bain s (g'gt Vil 
i ‘ 7 Ne ,) . : 4 es : -. a a ? det “ae ‘ : 2 ™, Py is =i Briton > 3 ; 2 3 
= ; 
Adve 
po pa cee te | 
- : : 
| HE DOROTHY GRAY Al eR) oT + SCENATING OMEN ONE uf A SER1¢ oO 
| ——— a Ue re PO 
_ ~~ we far ae 
eto - ie cia - 
| ss i. ) ee ee 
© See ee . ae ee : eS | i Pings 
ae Te a be rea 
| fas cas he ae “etal: 4 Pay % 
a } ee =» ee ee eke © x age fue dl : pes roa 
BS or yale pme: c a. ae ee : " eee . 
Sele conneanvensnnetesbnentnmn . Sr ee. ae 
a ae oe ee i eee - a ¢ ey a P oe ee ‘ 
| . cy oo Se PO a an PS - .. a 2 puly 
| OS oa hoe meee .C 
a ae MS ee — ff if 
| | os : aks ar ye . % ae 2 BS x ae $ , a ‘ fs . 4 : iS yin 
| ee Bek 3. Seo ae, ee ek 2 ‘ 
a “iro . : ——— eve 
YS | Fe ok yee Be 
gest - ee i Je ee 4 tle 
\S x5. yam Se - we re & a Bee "ae vill 
: od wf — x 2 i i : 3 
iw : —— fm Si ae. J ‘ 
= i ~ \ Pei eee a a vs he 
= wate es \\ — ee ail ae ae ae ae 
| es, Salatacacle — oe ? ey oe — a 
Q Rete - i aeaetin ag he é =e: . # aa AY Wie 2 a fa Ve _ wal 
S Ee a, this 
ee re ¥ es ee >?) ae i F ; oe a 
Ps : & ae <a % 
= | weve . ( . Se 3 
aeghier uf Mrs. Herbert I Maden Hased Crev@itatl, 4 Mr, Hhase venders A “t in Floride, Nei York he P 
: Sls . . 
| | ne ‘ : a? are 
| | . ve: 
a | 
7 | : — | 
| {ao af PP Es . ps 
4 PC 
i i : n - 9 — 
; ; oe : ett es a . or: 
oa ees ioe ee i ace Sere eee Sas SSS ee ‘ Re ppr 
. ie “es ~ ee eae roa ea ‘ ra 4 bk sen Se s pr 
, 8 al ie % C > 4 “ “ aa ai . al 
ane a3 —_— ’ + sta’ 
: 4 2 ies 3 + ee 2 
| eo e .- oe * 
- :  S “= ie ean 
} 2 oe ae 3 ca xe a 
vw pe ‘ i, e an 4 ae y a “a i ise \ 
This 0 , as | ‘ 
nner F ai — a | cpt 
Y, if ° Yr ee —- ig a 
| | ct . ; eS & - ' a << = | as 
| | p lev; ee p ‘es a | me 
. j * eos, 4 3 ‘ ( 
j ten " > . . r 
, 
| | 7) = ; 1. 
W S ; - aah ’ Wl 
| | eb) oe 
| i Re 5 
y . ; ( 
; a 4 | 
P - . 2 & ee wis Be ee ‘ a . _ ba - | e 
; Pies a rod ’ oe I 
a | fee : : . a . ae f 
| oe . eh aa 
er \ y ™ rs > a " i Poe x: - Sy : : x 
| . a a ie. Re ide ; eee a= i 
— ~e:- e | 
oe ee ee °a a yy 
P ee a es ee ‘ % pam ne 
- i m 
Be 1 
ee 
ee ee | 
4 
j ee ee T 
eee 
i ———— 
a tle 
"Sf = e D : 
W’ ki r 
| ee — | 
: 33\. (a a | 
| % , \) | 
a bony SEE la ag Pa ag eT EE | 
Rater canna Rea SR ie Nghe ee 
Soe — Se eae Re ER 
ae “e e3 " BS oP 
rd g ee i” i 
ee ee a ° . 
. so st 4 Poe ’ P oe . “Ss 
ees te fl p4 / Z ie 
‘ ie ck & es é A / * 
Fos q %, a 
ee “ oe . 
: KA, ee ne ee pe | 
Peet: Meas. 
ates ei 
| Rue Coton 3) 
ce er] ‘ aes 
ee a poe RM ae ere nee Se Pah 
ee ee ae SEO Ree on 
: hei ME ES ara aa ae et ee ad 
acy j =" 7 wen , SFP Oe pe eae . . ae sas a 


15, 194 


ootball Sponsors 
Roost Schedules 
ior Fall Season 


New YorK— Tide Water As- 
yciated Oil Company and the At- 
yntic Refining Company, two of 
yotball’s biggest backers, have in- 
reased the number of gridiron 


the Iowa Legionnaire, 


iivertising Age, September 15, 1947 


Publication Adds Three 


Frank Miles, formerly editor of 
has been 
appointed editorial director of 
Locker Operator, published by 


Monthly, has been named in 
charge of the Chicago office and 
eastern advertising manager. C. E. 


Locker Publications Company, | 
Des Moines. A. M. Chesmore, for- 
merly with Popular’ Science 


Issues Special Edition 


The Reporter, Spencer, Ia., is- 
sued a 112-page fair edition, be- 


_ lieved to be the largest special 
|edition of its type published in a 


city of its size, in connection with 
the opening of the Clay County 
fair. 


~ 


Ingles Gets RCA Post 


63 


Your Sunday 
Dit 3 


When you throw your “Sunday 
Punch” at MILK PLANT MONTHLY 


readers .. . you're skimming the 


cream from the fabulous $7'% 
Billion Dairy Industries Market. MILK 
PLANT MONTHLY will help you cash in 
on this rich field. Write today for market 
data regarding your product or service. 


ABC Audited Since 1929 


‘ ‘ Grant, formerly with National} Major Gen. Harry C. Ingles (re- | 
roadcasts which they will spon-|Tyansitads, Inc., has been ap-|tired) has been named president 
or during the coming season (AA, | pointed promotion manager. 'of RCA Communications, of which 
yuly 28). saints b- 1 a director. He also is a 
Tide Water, through Buchanan | director of the Radio Corporation 
 Co., will air 100 football clashes Goss Buys Duplex of America. 

Goss Printing Press Company, 


ff teams on the West Coast. ; 

jinety-eight stations, including Chicago, has purchased the plant 

everal in Hawaii, are to be used of Duplex fine Press Com- 
ee ? ‘| pany, Battle Creek, Mich., which | 

Covering the eastern seaboard,| Wi) ’be operated as the Duplex 

tlantic, via N. W. Ayer & Son,| division of Goss, with executive 

yill pay for the broadcasts of | offices in Chicago. 

more than 250 contests over 90 


—] 


@@) Milk Plant Monthly |: 


Promotes Gribben 


Paul Gribben of the program 
| department of Sun Country Broad- 
casting Company, Phoenix, has 
| been appointed program director. 


327 SOUTH LA SALLE STREET, CHICAGO 4 


tations. Games of practically all 
he major colleges from New 
jampshire to Florida, and west- 
yard to Ohio will be included in 
his schedule. 


Sponsors ‘Game of Week’ 


Previously announced for fall 
sre the Army’s plans to carry 
lest Point games and-the “game 
(@ the week” over Mutual and 
nd finesse : SBC. 

Football games also are prov- 
ng good bait for television spon- 
ors. DuMont’s WABD has signed 
springs Mills, fabric manufactur- 
5 ao pr, as backer of the New York 
ab fankees professional team. The 


station is lining up a split college 


REE ese ae 
schedule, for which it reportedly 


ean take its choice of several ad- = 


nd Palm Beach 
advertisements 


hia ertisers. 
WNBT is set to carry an 1Il- 
ly Gra same college schedule under the 
sponsorship of American Tobacco é “ 

rays as that company’s debut into the Ten years ago Carrier moved to 
. « medium. 

ialites Still looking for a sponsor is 

hy Gray Lig[VCBS-TV, which has prepared a Syracuse. Now comes another 
ao “gal ij-game lineup, three of which 
yomen” in ii will originate in Washington. 


great forward step in Syracuse,” 


Says Cloud Wampler, President of Carrier Corporation 


arting in Sep 
women’s ant 
through Len 
> campaign | 
's largest pro 


Dearborn Buys Wood 


Dearborn Motors Corporation, 
organized primarily to market 
Ford Motor Company tractors and 
farm implements, has entered the 
manufacturing field with the pur- 


BACHRACH PHOTO 


rated in this “When Carrier transferred its manufacturing facilities to 
— chase of Wood Brothers, Inc., Des . mn : . . ‘ bs . 
> series Wey ics manufacturer. of corn Syracuse in 1937 it obtained room for expansion. Now it has out- 
experts to in@ficking machines. Frank R. grown a million square feet of floor space and has acquired 
' types from#Pierce, president of Dearborn, will from the War Assets Administration one of the finest manufac- 
ntry—each of@head the new concern, with Neil turing plants in the country, in which will be produced a larger 
ee oe ee, See eee volume of heavy air conditioning and refrigeration equipment 
Wood, as active manager of the : g g {Ul} ’ 
Mrs. Farrelggmpany. 


all, Nashvill 


“But Syracuse did far more than provide growing room for 
thers include 


Carrier. It gave us a strategic location—on rail, canal, highway 


Hood Returns to Agency 


utting II, Off John R. Hood has resigned as routes and by air. Thus, Carrier has ready and economical access 
Mrs. Edgar B@eeneral manager of the Telegraph, to markets all over the world. 

d, known t Harrisburg, Pa., to resume active 

Wyatt. lirection of Associated Adver- “Syracuse is a city of wide industrial diversification. Among 
s in large Sers, Inc., Harrisburg, of which 


its 415 companies are many that supply Carrier with materials 
and parts and there are good workmen in Syracuse. They are 
naturally attracted to an area where industry is varied—employ- 
ment steady—the wage level high, 


le is treasurer. Mr. Hood, who 
tad directed the agency before 
the war, took over management 
of the Telegraph when officials of 
the paper entered the service. 


To Add Outdoor Posters 


_Kaiser-Frazer Corporation, Wil- 
ow Run, Mich., now using maga- 
unes and radio, will soon round 
ut its advertising program with 
a1 extensive outdoor campaign 


o support th 
The portraits 
rtists, will b 
Dorothy Gray 
ing of a new a , ‘ ? 
e., New York Today Carrier has on its payroll more people than ever 
before in its history. Syracuse industry as a whole is providing 
employment for 57,000 men and women. And this means a com- 
munity of tremendous buying power.” 


;Ronalds 
1) Ltd, To 


Ronalds Ad 


Toronto, % igh Swaney, Drake & Bement, 

munched in 4 A CITY OF 
aunched in ¢ st ATE 

ater, markin 

r advertising 


DR. MOULAH 
Psychiatrist 


re of the nev 


DIVERSIFIED 
OPPORTUNITY 


“All Business Is Local’’ 


HOGRAPH* 


Syracuse HERALD-JOURNAL 4Dail) and HERALD-AMERICAN (Sunday) 


National Representatives: Moloney. Regan & Schmitt, Inc. 
I 


“Just because I don’t advertise over 


VFDF Flint, my wife wants me to see 
You,” ' 
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Re-Signs Pettingill | 
Carried 17 color | 


cae ae Tie Senie America’s Future, a book pub- | 
aocticldes in the | lishing firm, will sponsor a 15-| | 
12 — 1946 issues.| minute show for Commentator | 
Du Pont knows| Sam Pettengill starting Oct. 5 over | 
husky schedules in 


husky schedules | ABC. The program will be heard| - ve ae 
out well. 


|at 1 p.m. Sundays over 242 sta-| ae aes at ee = 
|tions. This is a resumption of | 


By STANLEY E. COHEN, Washington Editor. 


House Post Office Committee 
Studies Money-Saving Ideas 


WASHINGTON—Business mail 
| users are getting a hearty welcome 
|these days from members of the 
House post office committee staff 
who are mapping next winter’s 
|assault on the troublesome post 
| office deficit. 

| While Congress is away, staff 
| members are hard at work solicit- 
ing money-saving ideas. Their 
deficit studies extend to bookkeep- 
'ing procedures. One _ proposal 
under discussion pares the deficit 
by crediting the Post Office for 
| the services it gives other govern- 
| 


| 


| 
| 


| 
| 


Write for full story ; fi hich | 
1135 $. E. SALMON ST, * PORTLAND 14, OREGON | Deseae Aeron ya 


the department ended its greatest 
peacetime year June 30 with a 
$254,000,000 deficit. While this 
was the greatest in a long history 
of deficits, it was $50,000,000 less 
than the department anticipated. 

Mail users are quick to note 
that the decreased deficit was pos- 
sible largely because of an in- 
creased volume of business. Total 
income for the year exceeded esti- 
mates by $75,000,000; June busi- 
ness was 22.46% above June, 1946, 
and the trend is still upward. 

At last year’s hearings, most in- 
dustry spokesmen argued that the 
department should try to build 
new business rather than impose 
punitive rates on those already 
using the service. 

Mail users are particularly in- 
terested in the fact that most of 
the “extra” revenue during 1947 
came from publications, advertis- 
ing matter, and parcel post— 
classes of business heretofore 


labeled as “losers.” 
co % a 
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Tell us about your 
offer and we will 
recommend suit- 
able lists. 


4 The Key to 


Sueccesopul 


MAIL SELLING 


ES ea ee ee eae 


COMPANY 


GUILD 


ment agencies. 
Private sources estimate that 


As prices continued to spiral 
upward, top administration eco- 
nomic advisers were said to be 
toving with the idea of trying to 
put the price control “Humpty 
Dumpty” together again. Their 
deliberations were disturbed by 
almost daily reports of new highs 
in the wholesale markets, and the 
F| prospect of railroad rate increases 


- . A which may add better_than a half 
uy in Americas 


est Fa rm Pa per 


billion dollars to the nation’s ship- 
ping bill. Their pricing experi- 
ment would apply only to a 
selected list of items, presumably 
those most desperately needed for 
emergency foreign relief pro- 
grams. 


‘ 


* * % 


You who sell to farmers, did you ever hear of a bargain The National Association of 
F : : ; , Real Estate Boards, under attack 
like this—436,000 net paid, non-premium circulation at $1.50 
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flower decision,” which preven; 
stations from editorializing. Fcc. 
announcement is a big victory fo 
NAB President Justin Miller j, 
his fight for radio “as free as th, 
press.” When hearings open Jay 
12, 1948, broadcasters are expecte; 
to argue that the increased nu», 
ber of stations assures air tine fo 
all degrees of opinion. 
* * ok 


The government’s Office of Aq 
vertising Liaison, contact poinj 
with the Advertising Council, ha 
beiled down to two account ex 
ecutives—Tim Gibson and La 
House. Charles Jackson, who re. 
signed as head of the unit duriy 
the Congressional bickering ove 
its 1948 funds, has been appointe 
assistant to Dr. John R. Steelmay 
who in turn is assistant to Pres). 
dent Truman. Dr. Steelman ha 
notified all cabinet officers thai! 
Mr. Jackson will be available a 
a troubleshooter on top level pub. 
licity and advertising problems. 

* * bo 

If Commerce Department has its 
way, American industry will g¢ 
more heavily into the European- 
type trade fairs. Commerce wil 
have representatives assisting 
business men who want to visit 
or exhibit at European shows in 
the coming months. Its fondest 
hope, however, is to see interna- 
tional industries fairs established 
in this country. Jealously eyeing 
plans for such an event next year 
at Toronto, Can., Commerce prom- 
ises “to collaborate” with or- 
ganizers of such fairs here. 


Heads ‘Apparel Arts’ 


Carl H. T. Sloss has been named 
co-publisher and advertising di- 
rector of Apparel Arts, the maga- 
zine for men’s stores published by 
Esquire, Inc., New York. He left 
the publishing firm in 1942 to be- 
come sales manager of Cohn Hall 
Marx Company, a post which he 
held until the present time. 


A Technique for 


by federal trust busters who are 
a line, scaling down to 90 cents a line? 


mission practices, wants Congress 
to amend the anti-trust laws so 


will have price-fixing exemptions 
comparable to those of labor 
unions. NAREB Executive Vice- 
President Herb Nelson points out 
that teachers, musicians, writers 


Or if you are interested in state coverage, is there any 
proposition as attractive as the oppor unity of buying The 
Weekly Kansas City Star by editions? 


“unions.” 

Why discriminate against real 
estate brokers, lawyers, and others 
offering “services” merely because 
they form “associations” rather 
than “unions?” 


RATE 


CIRCULATION PER LINE 


Kansas Edition .............131,740 70 cents * * « 
; i +i Though the outside world is| 
Missouri Edition ............. 168,029 80 cents taking all of this nation’s farm 
= production that it can get, the 
Okla.-Ark. Edition ........... 136,653 70 cents Agriculture Department is looking 


ahead to the day when American 
farmers will find themselves with 
more production than they can 
sell. Specialists in research and 
marketing will go abroad to con- 


Best way to a slice of Midwestern prosperity is to ad- 
vertise in the medium Midwestern farmers prefer. 


new outlets for farm products. 
The emphasis will be on fruit, 


other items usually produced here 
|in excess of normal domestic 
| needs. 


The Weekly Kansas City Star, or usin’ yiswee von 


continues only slightly abated, ac- 


cording to the most recent statis- | 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA ee ee or oe 
ministration. The 394,160 licenses 
issued in 91 large metropolitan 
areas for the first seven months of 
the year were 13.7% below the 
1946 peak, but 25% higher than 
| the 1941-45 average for the same 
| period. 


436.422 Paid-in-Advance Subscribers 


* * * 
On the eve of the NAB con- 


trying to check standardized com- | 


thet professions selling “services” | 


and others selling “services” are | 
free to fix pay scales through | 


tact foreign governments, export- | 
ers and consumer groups to create | 


nuts, tobacco, cotton, rice and | 


| vention, FCC has agreed to re-| 
| consider its long standing “May- | 


Producing \deas 
by 


| James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
| pictures, sales campaigns and business’ 
| James Webb Young, one of the highest 
| paid idea men in the advertising busi- 
/ness, set out to answer this question 
for his students at the University o! 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
| simplest and clearest of language Mr 
| Young has succeeded in describing the 
| way the mind works in all creative 
| people. He gives you the formula 
which they consciously or unconsci- 
ously follow in producing ideas. He 
| shows you how to train your mind s 


| 

| that idea production is, as he says, “as 

| lefinite as the process by which motor 
ars are produced.” Enthusiasticall) 
endorsed by sales managers, editors 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 


Send for your copy of A TECH 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 


Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Illino!s 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 915 
100 E. Ohio St., Chicago 11, Ill. 


Gentlemen: 


Please send me.......... copies of “A 
Technique for Producing Ideas. En 
CS oe Serre 
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Ad Volume Gains 
38% in Britain 
for 2nd Quarter 


Lonpon—A@dvertising in British 
newspapers increased 38% in the 
second quarter this year over the 
same period of 1946, Statistical 


| result largely from increases since | 
last year in the size of news-| 
| papers. 


Since the second quarter | 
ended, however, papers have been | 
forced further to curtail their uSe | 
of newsprint. 


| 


‘Hayhurst Names Cowans| ~— 
| Andrew Cowans, formerly with 


17,000 
COUNTY 
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"\ INFLUENCE 
| THE BUYING 
| HABITS OF 


Office of Ag z= | Ree eee. ., |J. J. Gibbons Ltd., Montreal, has| © ) ' lEARM | NG | 
ontact poinj = ' bine total spent in the April- | been named an account executive | , AG t NTS FAMILIES 

Genncil he —< June period was about $21,120,000, | of the Montreal office of F. H.| || M ETH ) 

account ex = <---> Qe against $15,288,000 and $14,644,- | Hayhurst Company. pe AGRICULTURAL © i 
m and Le ; = : e 000 in the corresponding periods of aati titi ees TEACHERS / 
son, who reset fo Seen Malwvimaten 1946 and 1945, respectively. From 


> unit during EXTENSION LEADERS 
ckering ove 
en appointe 
R. Steelman 
ant to Pres; 
Steelman ha 
Officers tha’ 

available ag 
op level pub. 
$ problems, 


April through June this year, gov- Cuts Airplane Price 
ernment advertising expenditures | Luscombe Airplane Corporation, 
accounted for nearly $1,500,000 of | Dallas, has cut the price on its 
65-horsepower two-place Silvaire 
One NOOK Ais aes. | Ot Se Queer. Standard to a new fly-away fac- 
— r divi- . A : d 
of Nash-Kelvinator Corp. pictures The increases in expenditures | tory list of $2,295, a cut of $200. . 
its display in Marshall Field & Co.'s i) 
Chicago store in this full-color maga- 
ine ad featuring the “Automatic 
Cook." Geyer, Newell & Ganger is the 
agency. 
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WATT Publishing Co. 
MOUNT MORRIS, ILL. 
7) 


‘tment has its 
istry will go 
1e European- 
mmerce wil 
assisting 
want to visit 


art Heads New 
bublic Opinion 
Association 


The *100,000 Study of Theatres for Movie Advertising 
takes you to 18,000 Movie Theatres 


2an shows in | 
Its fon per WILLIAMSTOWN, Mass.—The top ia 
see interna-(ublic opinion research analysts ) 


fthe U. S. and a number of other 
ountries, gathered here for the 
econd annual public opinion con- 
erence, established a new do- 
nestic public opinion group—the 
merican Association for Public 


's_ established 
lously eyeing 
ent next year 
merce prom- 
2”? with or- 


in the U.S. 


Without moving a step from your desk, you can 
attend virtually all of the 18,000 movie theatres 


s here. sade ; ? : ‘ . i: 

“ — a an hid in the U.S. (including the 11,250 which schedule 
ational group, as yet unname ‘ ae : 

Arts’ Ld cneeiibae ander & weevisionel movie advertising) for the purpose of media | 


evaluation. 
Magic? Not at all! Movie Advertising Bureau 
makes this possible with The $100,000 Study of 


onstitution. 
Clyde W. Hart, who presided 
ver the conference, was elected 


s been named 
ivertising di- 
ts, the maga- 


published byggpresident of AAPOR. Mr. Hart is : = i . 

‘ork. He lefifmbest known as director of the Na- Theatres for Movie Advertising—a made-to-your- y any 

cae, kant Gatien Reser Center, measure report service compiled, checked and 1 
al@mow shifted from the Universi , 

ost which ht Denver to the University pA kept continuously up-to-date by a fast accurate 

nt time. 


‘chicago. Elmo Wilson, research IBM service exclusive with The Bureau in this 
irector of Columbia Broadcast- field. 


ing System, was elected vice- ar ‘ 
jue for president, and Julian Woodward, | The Continuing Study gives you all the 


I d . imo Roper, Inc., secretary-treas- | facts —just as if you were investigating each 
Cas Pheer ' | theatre in person—defining its sales loca- 

| 

| 

| 


Heads International Group 


The international group will be 
headed by Jean Stoetzel, director 
of the Institut Francaise d’Opinion | 
Publique, who was not present at | 
s and business Me sessions here. Vice-presidents 
e of the highest{MWill include: Mark Abrams, Re- | 
dvertising busi-Msearch Service Ltd. London;)| 
r this questionf#David Glass, University of Lon-| 
> University otfdon; Laszlo Radvanyi, director, 
s a little oe Scientific Institute of Mexican | 
n hour but will upc Opinion; Theodore Lentz, | 
our life. In the Attitud R “gaa yore 
é language Mr. . i ude esearch | oratory, 
1 describing the @Shington University, St. Louis, 
in all creativeqg™@¢ Mr. Woodward. Secretary- 
the formula easurer is Frederick Williams, 
y or unconsci- Hhief of information control, Of- 
sing ideas. He Mice of Military Government, Ber- 
n your mind so Min, 
as he says, 8H} One of the conference high- 
by watch motor lights was a decision to set up a 
ani ediers ‘committee on standards of re- 
ets, advertising search, to be headed by Philip M. 
Eeees executives Hauser, of the Department of 

Commerce. The proposal met 
with considerable opposition, led 


tion... grading it for quality factors 
with other theatres in its district .. 
measuring the buying power of 
its audience . . . furnishing data 
on seats, performances and dis- 
play rates... making an accu- 
rate summary of the most 
profitable buys. 

With the study, you sched- 
ule advertising in movie the-* 
atres as factually as you buy 
space or radio. 

Remember: Only Movie § 
Advertising Bureau offers The 
Continuing Study serviced and 
kept up-to-date by IBM. 


The Study Enables You to Fit the Medium to Your Markets i | 


sales routes... 


Young 


ymaking ideas 
that make suc- 
ograms, moving 


of A TECH: BG Data on any size market, anywhere in the U.S., are ..Neilsen or Hearst trading areas... 
-11G gy Claude Robinson. The opposi- sng 

ap { 'NG Hiion called the setting of avudieny grouped and totalled to your own request. Youcan _ plant districts...drug or other product trading areas 
qa. 


Slandards “authoritarian,” but the 
Ccommittee’s purpose will be to 
Work for the “elevation of profes- | 
ona standards,” and it seems | 

‘ly that a code of standards for 
Pinion research will be forthcom- | 


select theatres for study and scheduling by streets... 
neighborhoods...your own or competing sales areas 


..geographical breakdowns of any size... popula- | 


e Ine. f ° —_ 
cations tion brackets...or any other marketing division. 


cago 11, Illinois 
THIS COUPON 
j 


ns, Inc. "8 from the committee. 4 re ee ISING BURE 
ae D vERTI EAu | 
igo 11, Ill. Lassetter Promoted Movie A 45th Street, New York! 17,N.Y.* Phone MUray Hill 6. “3717 


EASTERN OFFICE: 70 Eost 
_ MID-WEST OFFICE: 333 Nor 


ot escee 


th Michigon Avenve, Chicago |, Ill. + Phone ANDoy, 


RR RR SEE EE EEES. 


Lewis A. Lassetter, who has este 
en with the Atlanta Constitu- 


ton for 28 years, has been ap- | 


eeoe 


Jovo000 


. copies of “A 


— eee 


ing Ideas.” En Slnted manager of the Constitu- | % 
ton’s classified advertising de- ba 
irtment, succeeding Howard| Member 
os laire, resigned. OWITED FILM SERVICE, INC.: KANSAS CITY - CHICAGO - CLEVELAND 
_—s D | — MOTION PICTURE ADY. SERVICE CO., INC.: NEW ORLEANS - NEW YORK - BIRMINGHAM» ATLANTA + MEMPAIS 
TOPS Sorensen Company ‘i fe: oo. Representatives throughout the 4 States 
te eeeee _The Country Guide, Winnipeg, | 
Man., has ended its arrangements | 
Ties vith O. W. Sorensen Company as | 
— “S advertising representative in | 


‘an Francisco and Los Angeles. 
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‘Key to Training Success _ 


Is Follow-up: 


Adopts 5-Point Plan 
to Assure Use of Data 


by Service Station Men. 


PITTsBuRGH — The most expen- 
sive and best planned petroleum 
sales training programs are going 
to fail unless service station deal- 
ers can be persuaded to actually 
use the material on their own 
driveways, the Gulf Oil Com- 
panies feel. 

Gulf is taking all possible pre- 
cautions to see that this is not the 
case with its own program. With 
outlets from Maine to New Mex- 
ico, the company is carrying its 
training to the driveways of urban 
and rural stations alike, and doing 
it slowly enough to do a complete 
selling job to each dealer in- 
volved. 

Starting in the spring a year 
ago, W. R. Huber, advertising and 
sales promotion manager, and his 
assistants, J. L. Lenker and E. E. 
House, visited the nine division 
sales headquarters, presenting the 
postwar training program to divi- 
sion officials and their district 


managers. 
Training was no stranger to 
Gulf. Indeed, most of the men 


who assembled to witness the “up- | 


to-the-minute” postwar training 
setup had gone through one of 
the company’s schools, some as 
long ago as 1936-38. As in every 
oil marketer’s sales staff, there 
were a few skeptics. 


They Knew the Problems 


There were men who _ had, 
while as salaried salesmen, dis- 
covered how difficult it was to 
close the gap between the school 
atmosphere of the training sta- 
tions and the driveway 
dealer’s service station. 
knew from _ personal 


They 
experience 


how difficult it was to suggest new | 
methods of operation to a dealer | 


who was so busy that he barely 
had time for lunch. 

They knew the problem of per- 
Suading a station operator with 
15 or 20 years’ experience to in- 
crease his business by staying 
open longer hours, and to use his 
lighting to full effect. So it was 
not at all unusual that a few had 
an “I’m from Missouri” attitude. 

Having gone up from the ranks, 
Messrs. Huber, Lenker and House 
knew what to expect, and had 
the answers ready. 
they said, ‘“‘we’d like to have you 
think of yourselves as Gulf deal- 
ers while we present this pro- 
gram to you—we'd like to have 
you think as you know they will 
think when they see it. 


Adopts Training Shortcuts 


“As you know, the Army and 
Navy came up with some amazing 
training shortcuts during the war. 
We've adopted their best ideas, 
and incorporated them in the light 
of Gulf’s past experience with 
sales training. 

“The result is the material you 
see before you—a cue chart to 
provide a ready-made outline for 
the trainer as he presents his talk, 


sound-slide films to reiterate and 
emphasize the subject matter, 
manuals to give the dealer some- 
thing he can take away with him, 
quiz sheets to test the instructor's 
ability to put the material across, 
and the rest is up to the trainer 
or salesman who presents the pro- 
gram.” 

The skeptics perceptibly changed 
their attitudes as the presenta- 
tion smoothly unfolded. It was 
not only a program with an up- 
to-date use of the latest training 
aids: it was also a new approach. 


The personnel of Gulf’s training 


of the| 


“Gentlemen,” | 


Gulf Oil 


| section, under the general super- 
|vision of Clement M. Gile, vice- 
|president in charge of sales, and 
the advertising and sales promo- 
tion department, had decided that 
the only way to get the ideas into 
use was to bring them to the deal- 
er’s station—to his own lubrication 
|or car washing bay—and make the 
presentation to him in the eve- 
ining. Hotel room meetings, while | 
|comfortable and enjoyable, can- 
not bring the problems home to 
the service station, the company | 
felt. | 
| 


Spurns Fire-eating Speeches 


The larger meetings—almost a 
sales tradition among oil com-| 
panies, with fire-eating pep talks, | 
a modicum of refreshments and a | 
gay party spirit—have been) 
spurned by Gulf in favor of small, | 
down-to-earth, straight-from*the- | 
shoulder discussions as to why | 
and how service station operation 
|can and should be improved. 


| 


The company did not attempt to | 
| dictate to its nine division man- 
| agers as to how they should use|! 


| 
| 


| 
| 


the Gulf line, the instructor emphasizes 


|the program. The Gulf training 
|department is analagous to the 
staff in the Army and Navy—a 
|support of the command branch. 
| Its purpose is to suggest, aid and 
|advise, and these it did, very 
| effectively. 
As a result, most of the nine di- 
| visions adopted the suggestion to 
| employ experienced trainers, men 
| who, working under the division 
sales promotion head, would hold 
“briefing sessions” up to a week in 
length for the salaried salesmen 
'in each district, to present the | 
| program to them and assist them 
to build confidence in their own 
public speaking ability. 
Once the salesmen had been) 
given the equipment and infor- 
mation on better methods of serv- | 
ice station operation, they were 
expected to arrange for meetings 
in their dealers’ stations, with | 
several dealers and their attend- | 
ants, or “‘service salesmen” as Gulf 
prefers to call them. 


Sessions ‘Well Accepted’ | 

) : 
The sessions are informal 

voluntary, but reportedly 


and | 

very | 

well accepted by the dealers. “The | 
test of 


the program,” said one 
company official, “is in whether 
the dealers use the material.” 
To assure this, the company 
adopted the training method of: 
1. Presentation 
Explanation 


"» 

3 Demonstration 

4 Re-demonstration 
5. Testing and follow-up 
For its 


section on driveway 


service, for example, Gulf has 
evolved a plan of service whose 
Simplicity is shown on the 2x4’ 


illustrated cue charts on a portable 
easel. The plan is then explained 
in detail on a sound-slide film 
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Grass-Roots Film 
Councils Multiply 
_ Under FCA Aegis 


SELLING IS EASY—Using the cue chart at his right to guide the discussion, a 

Gulf trainer tells his dealers why service station selling is easy selling. High 

pressure sales methods are unnecessary, he explains, because the dealer offers 
only what the customer really needs. 


and, immediately following the 
film, the entire group is taken out 
on the driveway. The salesman 
demonstrates to his service sta- 
tion operators just how simple it 
is to give the customer the kind of 
service which Gulf feels he wants. 


More Sales Are Possible 


Of course, as is usually the case 
with dealers of long experience, 
some feel that they have a better 
system. The salesman is instructed 
to discuss these ideas, try them, 


MERCHANDISING KNOW-HOW—At a meeting in an auto agency which sells 


that selling opportunities exist at every 


point in the service station. The company's products are displayed at the 
training sessions to point up profit possibilities to the dealer with sales and 
merchandising know-how. 


and then show the dealer con- 
cerned how use of the Gulf Serv- 
ice Plan will open additional 
sales (and profit) possibilities to 
him. 

For example, in demonstrating 
the plan, the trainer discovers all 
the things which are worn or need 
replacement on the automobile he 
is using. Windshield wiper blades, 
tires, valve caps, battery cables, 
etc., are all pointed up as profit 
possibilities, but the service sta- 
tion operator is told that unless 
he gives all the service the cus- 
tomer expects, he isn’t going to 
be able to discover all the sales 
opportunities. 

The group is then asked to re- 


| demonstrate the plan individually, 


in an attempt to convince them 
just how simple and easy it is to 
use. In closing the meeting, a 
brief quiz is given to highlight the 
main features of the service plan. 

The salesman does not let the 
program stop here, however. He 
visits the dealer within a few days 
of the meeting and goes over the 
plan again, refers to the manuals 
which were distributed at the 
meeting, 
the program to the station oper- 
ator, using customers who drive 
in. The procedure is usually re- 
peated with the expectation that 
the use of the Gulf Service Plan 
will become habitual. 


Stresses Need for Follow-up 


This follow-up is applied to 
each of the sections of the Basic 
Training Course, including service 
station selling, appearance and 
maintenance, with 
tention to rest rooms, tire selling, 
battery sales and service, Gulflex 
lubrication services, etc. Gulf feels 
that follow-up is the difference 


and then demonstrates | 


particular at-| 


between success and failure of the 
program and, consequently, of its 
efforts to improve its petroleum 
marketing practices. It is quite ap- 
parent, therefore, why so much 
stress is placed here. 

In addition to its basic course 
at the service station dealer level, 
the company is preparing courses 
covering successful service station 
operation and marketing practices 
for its dealers, and another for 
men in supervisory capacities. 

Geared to today’s. problems, 
proud of its “firsts” in petroleum 
marketing, with confidence in the 
quality and consumer acceptance 
of its products, Gulf Oil, through 
its sales training program, is 
shooting for a large group of well- 
managed service stations, and 
satisfied customers to keep them 
profitable. Its aim, quite simply, 
is to keep Gulf “in the service of 
His Majesty, the American Motor- 
ist.” 


Ads Should Heed 
Sales Pattern, 
Giesen Advises 


New YorK—Close correlation of 
retail advertising with the re- 
tailer’s selling pattern was advo- 
cated here last week by John 
Giesen, director of the retail di- 
vision, Bureau of Advertising, 
ANPA, in speaking to the smaller 
stores clinic sponsored by the Na- 
tional Retail Dry Goods Associa- 
tion. 

“In prewar years,” said Mr. 
Giesen, “many stores did 65 to 
70% of their sales volume on 30- 
35% of their stocks; and famili- 
arity with store procedures in 
prewar years leads to the obvious 
|deduction that a large portion of 
advertising was in behalf of the 
65% of stock which only produced 
35% of sales.” 

To correct this Mr. Giesen 
recommended “advertising in 
newspapers which conforms to 
buying patterns which will create 
maximum possible sales by taking 
advantage of the public’s natural 
inclination to buy at the time the 
advertising is offered.” 

He reminded the retailers of the 
1,000 newspapers which receive 
|monthly retail manuals from the 
| bureau, and mentioned specifically 
information from Federal Reserve 
Board data 
sales, and Media Records linage 
|information on the distribution of 
linage in newspapers. 


Offers Sales Aids 

| The National Electrical Whole- 
salers Association is publishing a 
series of printed bulletins entitled 
the “Appliance Sales Booster” and 
the “Supply Sales Booster” as aids 
for .the wholesaler’s salesman in 
increasing sales. 


‘Increases Ad Rates 


Contractors and Engineers 
Monthly, New York, has increased 
its one-time rate from $560 to 
$672. The new rate is subject to 
a 15% agency commission and a 
2% cash discount. 


on distribution of | 


Ad 


Cuicaco — Merchandised visya| 
education has a new champion, 

The Film Council of America. 
a hardy infant which toddled jt: 
way through 1946 and found 4 
home here in January of this year. 


is flexing its muscles purposively ex 
in support of non-theatrical films " 
Organized on a non-profit basj; ai 
by the people who helped pro. ves 
duce, merchandise and distribut car 
Army, Navy and Treasury films t nel 
an estimated audience of 30,000, 4. 
000 persons, the council is aimin; of 
at the formation of 350 local fil las 
councils before the end of 1947. an’ 
General goal of the group is thd ,;. 
encouragement of increased pro- + 
duction and distribution of film .., 
and other audio-visual educationa] my 
materials. To accomplish this, it] $6 
has set out to aid the organization ev 
of community film councils los 
throughout the United States. os 
The local greups are comprised |, 
of people with school, church, li- at 
brary or civic interests, who are | 
also concerned with the use of in- - 
formational movies in club pro-§),, 
grams and otherwise. There is no po 
dominant central organization; the fo 
FCA restricts itself to informa- th 
tional, program and liaison ac- 
tivities with the local councils, 
which now number about 30. 
Sets Objectives a 
es 
The long-range purpose of the 4 
Film Council of America is to de-§ ¢, 
termine the specific topics of in-@ 4 
terest to the local groups, to ob- 
tain the cooperation of producer }, 
in providing audio-visual mate w 
rials, and to determine which of ,, 
the government, commercial ancy 
industrial films produced may bem 4 
made available to the chapters. t] 
FCA is now working on a coop-@ } 


erative plan with the United Na- 
tions Educational, Scientific ani 
Cultural Organization to provide 
needed audio-visual services. 

Trustees thus far named include 
Stephen M. Corey, University of 
Chicago professor of educational 
psychology; Edgar Dale of Ohi 
State University’s bureau of edu- 
cational research; Emily Taft 
Douglas, formerly Congresswom- 
an-at-large of Illinois; Bruce Find- 
lay, assistant superintendent of 
schools of Los Angeles; F. C. 
Lowry, University of Iowa exten- 
sion division director; Carl H 
Milam, executive secretary of the 
American Library Association; 
Paul Reed, radio and visual edu- 
cation director of the Rochester 
public schools; Mrs. Anna Rosen- 
berg, public relations consultant, 
New York; Herman B. Wells, 
president of Indiana University: 
George F. Zook, president of the 
American Council on Education, 
and Arthur H. “Red” Motley, pub- 
lisher of Parade. 

FCA executive offices and in- 
formational headquarters are |o- 
cated at 6 W. Ontario St., Chicago 
10. 


Brown-Forman Shifts 
John B. Lappin has resigned 45 
a member of the executive com- 
mittee and as vice-president ane 
'controller of sales of Brown-For- 
|/man Distillers Corporation, Louls- 
‘ville, because of ill health. Mr 
|Lappin has been elected to th 
board of directors and has bee! 
appointed ex-officio member 
'the executive committee. D. 
| Street, a director of the compa! 
|}and counsel, has been named ¢ 
vice-president and a member © 
the executive committee. 


Plugs Electric Ranges 

A new fall advertising | 
Findlay electric ranges, manulac- 
|tured by Findlays Ltd., Ontar 
will appear in national women: 
| magazines and weekend pape!> 
French and English. Copy for co#! 
and wood ranges will be feature 
|in farm publications. Stevens?! 
| & Scott, Montreal, is the agency. 
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Less Candy Made 
in 46, But Value 


Sets New Record 


WASHINGTON—Here come the 
figures you children have been 
waiting for. 

There were 2,438,000,000 pounds 
of candy made in this country last 
year. That is a little less than the 
candy companies made the year 
before, and kind of a lot less than 
the year before that. But because 
of higher prices, all that candy 
last year cost more to buy than 
any other year in United States 
history. 

To the companies who make 
candy, it meant they got $687,- 
000,000. In 1945 they got only 
$620,000,000, and the most they 
ever got for their candy before 
last year was in 1944, when they 
got $658,000,000. If those big fig- 
ures are hard to understand, look 
at it this way: 

People ate about 17 pounds of 
candy each in 1946, a pound and a 
half less than in 1945. And a 
pound of candy last year was sold 
for 28 cents, four cents higher 
than the year before. 


There Wasn’t Enough Sugar 


Last year chocolate bars were 
the most important kind of candy 
eaten. Most candy bars were the 
chocolate kind, and all kinds of 
candy bars weighed more than all 
other types of candy put together. 

If the candy companies had 
been able to buy more sugar, they 
would have made a lot more 
candy. As it is, there aren’t any 
more people making candy now 
than there were 15 years ago, but 
there is half again as much candy 
being made as there was then. 

This report on candy was made 
by the U. S. Department of Com- 
merce, but the National Confec- 
tioners Association paid for the 
study. For the first time in 20 
years, the yearly report shows 
how much candy was sold in each 
state. 

In New York, for example, 
nearly $80,000,000 of candy was 
sold, more than in any other state. 
But in New York each person ate 
only about 20 pounds of candy 
last year. That is three pounds 
more than in all the country, but 
much less than people seem to eat 
in Utah. Out there they ate about 
34 pounds each last year. Back in 
the mountains of Kentucky and 
Tennessee they ate less than 10 
pounds each. 


Launches Display Contest 
Allied Knitting Mills, New 
York, maker of Fashionknit ties, 
Sweaters, mufflers and glove sets, 
is Offering cash awards of $100, 
irst prize, $50, second prize and 
$25 third prize for windows fea- 
turing Fashionknit merchandise. 
The contest is open to department 
stores, men’s clothing stores and 
haberdasheries. Windows will be 
judged through photographs which 
contestants are to submit by Nov. 
l. Winning displays will be an- 
hounced about Nov. 15. Posner- 


Becomes a Weekly 


Effective with the Sept. 15 is- 
sue, Modern Distribution, New 
York, will become a weekly news- 
paper (tabloid size), and will 
carry advertising. The annual sub- 
scription price will be dropped 
from $25 to $8 a year, with pres- 
ent subscribers’ subscriptions be- 
ing extended proportionately to 
the new rate. Several new fea- 
tures will be added. 


Appoints Ivan Hill 

Ivan Hill, Inc., Chicago, has 
been appointed to handle adver- 
tising, publicity and promotion 
for the newly formed Laminated 
Bakery Package Research Coun- 
cil, sponsored by the Laminated 
Paperboard Package Association. 
Business papers and magazines 
will be used. 
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national coverage will be sched- 
uled. McConnell, Eastman & Co., 
Toronto, handles the account. 


Hikes Sunday Rates 


The Chicago Tribune has 
creased its agate line rates for 
general (national) advertising, 
effective Jan. 1, 1948. Per line 
rates for Sunday issues change 
from $1.75 to $2 for 14 lines; from 
$1.65 to $1.80 for 2,480 lines; from 
$1.60 to $1.75 for 10,000 lines, and 
from $1.55 to $1.75 for 25,000 lines. 
Agate line rates on weekday issues 
remain unchanged. The new extra 
per-page rate for two, three and 
four-color ads is $900 daily and 
$1,200 Sundays. 


| coinciding with the opening of 
school. Following this _ series 


in- ; : : 
|newspaper promotion with wider 


__ FINE OFFSET LITHOGRAPHY 


Launches Pen Campaign 


Eclipse Fountain Pen & Pencil 
Company, Toronto, is running a 
two-week newspaper campaign for 
the Eclipse pen in selected papers | 
from coast to coast in Canada, 


FINE DETAIL THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 


WHITEHALL 5957 


District 


when 


The 


ress 


Reaching 
Pittsburgh 


executives Is 


duck soup 


you use 


itishurg 


Zabin Advertising, New York, is 
the agency. 


Establishes Subsidiary 


Encyclopaedia Britannica, Inc., 
vhicago, has formed Encyclo- 
aedia Britannica Ltd. as a sepa- 
fate corporation to distribute the 
Products of the publishing com- 
any overseas. The new company, 
4 wholly-owned subsidiary, will 
operate in the United Kingdom, 
“urope, Australia and _ certain 
Parts of Asia and Africa. 


Offers Drug Displays 

The Canadian Pharmaceutical 
Association is offering the drug 
Tade a window display for use 
auring Pharmacy Week, Nov. 3-10. 
‘ash prizes are being offered to 


| a ’/ 


basis of results, its entire campaign in Pittsburgh 
was switched to The Press. 


Another big financial ad manager considers The 


in the matter of response to his advertising.”’ 


If you have something to say to Pittsburgh REPRESENTED BY the National Advertising Department, 

= _ . 2 Scripps-Howard Newspapers, 230 Park Avenue, New York 

executives, give The Press some thought. Your City. Offices in Chicago, Cincinnati, Detroit, Fort Worth, 
Scripps-Howard space rep will help you. Philadelphia, San Francisco. 


fealers for the Pharmacy Week 


Windows in Canada. 


| ont: duck aura, , her's proof, + 


Press “‘one of the top ten newspapers in the country 


7 out of 10 executives read The Press in the Pittsburgh 
District—which includes many communities with their 
own local newspapers—according to independent re- 
search. If you have thought of The Press only as one 

of the great mass media—which it is—-give it an extra i 4 
star, in your thinking, for its ability to sell goods and ' 
services on the policy level. 


No / IN PITTSBURGH —IN CITY CIRCULATION—IN 


CLASSIFIED ADVERTISING—IN RETAIL ADVERTISING—IN 
GENERAL ADVERTISING—IN TOTAL ADVERTISING 


Two test ads in The Press 
convinced a leading finan- 


cial advertiser. On the 


ll —— we 


ve oa ited a 233 Se: ts fir: Wer 
- = a: : * “ue - ss 7a — : P 
| 5 
a ; Si ; pe 
' 
SSS 
a — i \ 
soi ; 4 LR ) 
pec ° 4 & Sag 
soa 2 3 ee ee 
Sess ~ Bs Saas { 
ee : Pll . aoe 
see #3 C/ i Vit) pees 
eee es a = sete ii 
See i 
ae eC . 
Beatie tencnnernnen ae ene ee | 
ae ES a i 
i 
a ce  —————————————————— { | 
| 
: 
| ] 
\ 
: | { 
| : 
\ 
i) & 
§ 1 j } 
i i} i 
- a 
| 
: | ; 
1 | | 
| i 
ht a 
} 
4 a 
; | | } 
if 
ee i| 
rt 
a 
S| ) 
' 
a ) 
xe Sar, — / 
jhe ei —— 
ax 7 oe a Ie 
Seo aa | 
Bes? a - Bae. - i; 
ae 
MTSE eve 
See, i ee 8 Bye } 
i SR reir Sai, he ea 2) eh ) 
| eS "a 
re. ae pee . - ? Eee . } 
po Been sah — . oT i] 
i rt “4 = i ty 4 . : x ms sale 
5 ii sae fe ee 
| i — i é 2a bi 
a —, - > ae oe ete PR ck 5 | 
ae a -— Shan ; 7 a 2 Spm 250 eae — 
a “4 Re “Sli a. 7" ane rey ads é pits “ Vanes \y 
: ‘oe ee fy) : Paria pec Sadan | Ais eee ¥ ; } 
‘a ° sage le ea. Sa, ole lh C7 | 
‘a : a 4 = Sey ieee baie: pat Tanta aiey ot aaa tay 
hat ool 2A are he ure ia - jar | { 
AS ef 4 Lpg Mese ae es 7 ee tA : 
" Se re eee a a 
i de ee ee eg re ee as ; = _ Bo | 
; | a J sung en fe era? Se ee a ~<a s 1| 
yeh alle ie aS es a — ? 1} 
| ty. octal ie (= sea = eS a 
| 5 — sali | 
| gees a i: < oe <i ey Te ne en 3 ar 
CREE ‘ = ‘ae 2 oc 3 pet tes pol i 
orig Bois ae a oe Sa 3 Ei, 
A. tae 2 Bat} hs a cs ba ca Pe Mi oy ho a ' 
pee ac al co One ae 
2 ees: -— ni a 7 7 oa am es ‘| 
lle = a te — 
fia be a: eo 
ern Be) 22° a i, — : i 
Ss : ae Pee > TB Stier eae ey F i 
at “Feepaess Dees co) = ee ‘A 
ca oie Bea.) Ce Ss 
P eae ae aA f~ i 
| cSt ae ae Bes. . ‘ ak 5 eo : 
| r ~ ie ; Lara ean wee ' 
| ; oor i Me Bile ao ‘ 
| al a ter { ' 
| 
| 
—— t | 
: —_——<— 
- — z —— 
’ = == 
a 
' — “i> = —— 
| a —— 
: ; 
ee pe 
a _ 
cone 
He OM ae Aw) 


a 

4 

i 
‘a 

a 
i 


Loa 


eG 


68 


Petersen Joins Lunke 


_ Harold Petersen, formerly pub-| Lever Brothers Company, Cam-| 
licity director of the Community 


bri : i f 
Chest in Minneapolis, Louisville ridge, has cut the price of Spry Features Related 


and Newark, has joined James R. by approximately 6%. The short- | 


Lunke & Associates, Seattle, to | ening has been reduced in price Goods Selling 
handle publicity. about 30% in the past nine 


freee = Raper Brey cag sagt cies Houston — South Texas will 

| president, ributes to the greater - 

KIRO Advances Tucker | availability of materials aa baie wba agit sisi ™ 
: , partment store in operation. 

W. F. Tucker has been pro-|the company’s policy of passing | Fol Broth h ties tobe 
moted from national sales man-/| along savings made in production | Gey Sromers Here, © tates 
ager to commercial manager of| costs. The company does not plan | @ddition to the Federated Depart- 
Station KIRO, Seattle. Ito advertise the price reduction. | ment Stores group, covers a block 
and a half of downtown Houston 
with an unusual six-story win- 
dowless structure of reinforced 
concrete with a massive Minne- 
sota stone exterior. 

With selling floors constructed 
in a radial pattern, extending out- 
|ward from the centrally located 
-escalators, the design seeks to 
‘achieve the maximum in related 
merchandise groupings. The plan 


will include women’s footwear, 
_millinery, and underwear within 
a small area on the street level. 

| Also based on the Federated 


| stones merchandising research, 
stock will be arranged by sizes. 
In one “size shop,” for example, 


Lever Cuts Spry Price |New Texas Store 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
111 £. DELAWARE ST 


PHONE WHitehall 5355 


CHICAGO 


THE SILENT PARTNER 
OF 8,342* MEN WHO BUY 


consumer goods. Design of the build 
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GROUPED MERCHANDISE—One of the features of Foley Bros. new $10,000. 


000 department store in downtown Houston is its emphasis on grouping related 


research, stressing the importance of reducing time per sale. 


ai 


ing is based on results of merchandise 


the customer will find all apparel| docks in the basement will keep 
merchandise of one size grouped | the sidewalks and streets free for 
separately. The objective, of| motor traffic and pedestrians. In- 
course, is to make shopping easier | coming goods will be transferred 
for the customer and at the same|to stock holding areas on each 
time reduce the salesperson’s time | floor in the rear of the building, 


per sale as much as possible. 


fluorescent and 


Features Low Ceilings 


14 feet for the main floor. 


',|ennial customer parking problem 


M. I. Behrens, Jr., Exec. Vice-Pres. and Gen Mgr., Ludwig Baumann Co., New York City 


When Mr. Behrens reads REVIEW he is “in conference” with top 
industry authority. Each month, REVIEW brings him the collective 
thinking of leaders in the industry on current and approaching prob- 
lems .. . and has become the guide which directs him from their 
pitfalls. 8.341 other executives of furniture stores which do 85.4% 
of the total retail furniture volume depend on REVIEW to keep 
them posted on current trends and their significance. They look to 
REVIEW for interpretations of important news... for valuable new 
ideas. Because of this vital relationship with its readers, REVIEW 
has become the most influential medium in the field for advertisers. 


FOR DETAILED 
R ENCE Data 
‘Sa 


CONSUMER 
MARKET 
DATA BOOK 


NATIONAL FURNITURE co 


* ABC circulation—Dec. 31, 1946 statement 


PUBLISHED BY THE NATIONAL RETAIL FURNITURE 
ASSOCIATION © 666 LAKE SHORE DRIVE ® CHICAGO 11 


the main building with the garage 


Large plate display windows on | the periphery of the floor, directly 
the street level are the only win-|behind the departments. which 
dows in the store. The entire op-| they serve. 
eration will be air conditioned, 
with electronically filtered air.| uniformly located package drops, 
,|Heating pipes are suspended in| which feed them to a conveyor 
i the ceilings, and a combination of| belt leading to the garage. The 
incandescent | packages are then assorted for in- 
|| lights are used to illuminate the| town delivery and _ out-of-town 
|| store. 


In order to combine economy of fee. 
‘| construction costs with a more in- 
|| timate store atmosphere, the ceil- 
ings are lowered to a height of| 
'|less than 11 feet on the upper 
floors, 12 feet in the basement and 


‘A five-story combination garage 
-|and service building is being 
»| erected on a half-block adjacent 
to the main store to solve the per- 


The unit will house heating and 
air-conditioning plants and other 
service units. A tunnel connects 


The garage-service building will 
also function as the point of entry 
and exit of merchandise. Loading 


and then to stock rooms around 


Outgoing parcels are placed in 


mailing. Parking customers will 
be able to pick up all of their pur- 
chases as they pay the parking 


Building 
SUPPLY NEWS 


SIGNING AND 
LITHOGRAPHED 


AND EXPERI 
ORGANIZATION 


THERE 1S AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 


PRODUCTION OF 
DISPLAY MATERIAL 


-IT MAY BE THAT THE SKILL 


ENCE OF THIS 
COULD BE USED 


J ADVANTAGEOUSLY BY YOU 


| ~ a 


ITHOGRAPHED DISPLAYS 
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‘1,000 Important’ 
Whodunit Fans 
Get Bid from Club 


New YorK—Shooting for a 
thousand people who want “to 
join our enchanted inner circle of 
mystery enthusiasts,” the Unicorn 
Mystery Book Club last week took 
1,000-line copy in the New York 
Herald Tribune and will shortly 
move out into newspapers nation- 
ally and magazines. 

The Unicorn club is owned by 
Unicorn Press, and is about two 
years old. It has advertised be- 
fore, although lightly. Its upcom- 
ing campaign will utilize full 
pages. 


no book bonuses, or free books, 
but the value to members is im-| 
mense. The four novels selected | 
each month are currently selling | 
at not less than two to three dol- | 
lars in bookstores. The charge to | 
club members is only three dol-| 
lars for all four. . . We always | 
stipulate that no reprint or| 
cheaper edition may be issued | 
during a full six-month clearance | 
period. 

“Thus we guarantee members a 
minimum eight-dollar value—that 
the four novels contained in each | 
club volume cannot be bought | 
elsewhere for less than eight to 
twelve dollars. We do not bar 
magazine serialization or conden- | 
sation for sale for motion picture 


new $10,000. 
uping related 
| merchandise 
sale. 


nt will keep 
reets free for 
estrians. In- 
e transferred 
eas on each 
the building, 
cooms around 
floor, directly 
ments which 


are placed in 
ackage drops, 
> a conveyor 
garage. The 


sorted for in- production. These are ordinary 
out-of-town trade practices; but we do bar 
ustomers will publication in full in a single 


magazine issue during the clear- 
ance period.” 


l of their pur- 
- the parking 


May Resign Any Time 


The club selects four mysteries 
monthly, and the members pay $3 
plus postage. Members may re- 
sign at any time. 

The copy has an esoteric flavor: 
“Invitation to One Thousand Im- 
portant People ... we are nota 
mass organization, 
widely open the door to new 
members. Instead, we are a small, 
select band of mystery devotees, 
closely attached to our club, which 
strives to reflect our exact tastes 
in selecting and publishing mys- 
tery books. . . We boost a mem- 
bership of people 
finance, in government, and the 
learned professions. 


ship unduly: we have no wish to 


for the popular taste. 
would destroy the essential idea 
of the club.” 

Leonard Advertising Agency 
has the account. 


‘Point of View’ Bows 


Point of View, published by 
Geffen, Dunn & Co., 76 Ninth Ave., 
New York, is a new quarterly 
business paper devoted to creat- 
ing a better understanding be- 
tween business and the general 
public. It will concentrate on the 
fields of corporate public relations 
and publications. 
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Prepares Booklet 


The Electric Industrial Truck 
Association, Long Island City, has 
prepared a booklet entitled ‘“Look- 
ing Beyond the Price Tag,” which 
stresses the importance of inter- 
preting the value of electric in- 
dustrial truck equipment in terms 
of dependability, handling speed, 
cost, safety for 
workers and freedom from noise, 
fumes and odors. The booklet is 
being distributed by the associa- 
tion’s member companies. 


Agency Changes Name 
Karcher, Sarver & Slocum, Long 
Beach, Cal., agency, has changed 
its name to Karcher & Sarver. 
Principals are George P. Karcher 
and John J. Sarver, who have pur- 
chased the interests of J. L. Slo- 


Get Airline Account 


Walsh Advertising, Inc., Mont- 
real, has been appointed to handle 
the advertising in Canada for) 
Transworld Airlines, and Cana-| 
dian Air Express Ltd. has been | 
named general representative for | 
the Dominion, handling ticket) 
sales and reservations. An et 
tising campaign has been launched 
in daily newspapers in eastern | 
Canada and in business weeklies. | 


Two Name Honig-Cooper| 

Shaw Supply Company, Seattle | 
and Tacoma, surgical supplies and 
corrective foundation garments, 
has appointed the Seattle office of | 
Honig-Cooper Company to handle | 
its advertising. Trim-Set Corpo- | 
ration, manufacturer of metal | 
windows, has named the agency | 
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of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


# LYS ey Stare 2 ees LCM at 


Pies ae, 


: Also publishers of DRUG AND COSMETIC INDUSTRY — 


The club, the ad notes, “gives | cum. E its advertising representative. 


and do not! 


important in| 


The club has | 
no desire to extend the member- | 


become a mass producer of novels | 
To do so| 


he National Newspaper of Marketing | 
100 E. Ohio St., Chicago 11, Ill. | 
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Alan Ladd plays a part tai- 
lor-made for him...a man 
of action...a versatile re- 
sourceful fiction writer who 
advertises for adventure... 
and gets it the hard way! 


WANTED 
place... 


BOX 13 


ADVENTURE 
Will go any 


Do anything. 


BOX 13 HAS EVERYTHING Alen Ladd-- 


a top motion picture name. Alan Ladd—one of radio’s 
most popular voices. Alan Ladd—whose millions of 
followers have made him fops in fan mail at 
Paramount. Yes, and BOX 13 will have 

direction by Ted Hediger... full orchestral 


background under Rudy Schrager... stories 


by many of radio’s leading writers... 
supporting roles by Hollywood radio stars. 


Yes! BOX 13 has everything! 
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RATES: 60¢ per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 


HELP WANTED 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Planning 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


LICENSED RADIO AMATEUR 
For catalog preparation, magazine 
advertising, and amateur experi- 
mentation for magazine publicity 
articles. Some advertising or pub- 
licity experience necessary, but 
competent supervision will be sup- 
plied. Opportunity for independent 
thinking. Write fully, stating sal- 
ary required. a. Johnson Co., 
Waseca, Minnesota. 

Wanted 
Copywriter 


with ability to work into key posi- 


tion in well rated, long-established 
agency handling important national 
accounts. Must like living in me- 
dium-sized city, and have initiative 
and vision to capitalize a big onv- 
portunity for himself. If his hobby 
is fishing, or if he can write weil ou 
outdoor recreation, it will be an 
advantage, since the agency handles 
several leading accounts in this 
field. Good general experience and 
ability to write well are most im- 
portant, however. Write tuiliy in 
first letter—samples will be re- 
quested later. 
Box 9126, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MONARCH PERSONNEL 
Advertising—Graphic Arts 
National Coverage 
Agencies in 38 Cities 


28 E. Jackson Blvd. Chicago 4, Hl. 


SPACE SALESMAN 
Merchandising publication has op- 
portunity for space sales representa- 
tive in Chicago territory. Salary, 
and expenses. Submit full details on 
previous experience, past earnings, 
age. Our employees know of this 
advertisement. 

Box 9140, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 

GEORGE WILLIAMS—Personnel 

269 S. State St., Har. 2063, Chicago 


Experienced account executive by 
large and fast growing agency. Fu- 
ture depends on individual. Do not 
apply unless you are sound, all- 
around ad man who likes to work 
and understands team-play. Write 
full qualifications. Replies confiden- 


tial. 
ADVERTISING AGE 


30x 9136, 
330 W. 42nd St.. New York 18, N. Y. 


POSITIONS WANTED 
ATTENTION, 
YOUNG PRODUCTION MANAGER 
Married vet with 18 mos. prod, exp. 
seeks position. Prefer Chgo. Bi- 
lingual—Spanish and English. 
Box 9135, ADVERTISING AGE 
100 E. Ohio St., Chicago <1, Il. 


Strong-selling copy, vigorous 
“roughs”, production “know-how”. 
10 yrs. direct mail, agency, publica- 
tion exp. Vet, age 35, $5200. 
Box 9129, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING SALESMEN 


EARN $5,000 TO $25,000 ANNUALLY 


. . « sell this newest most 


sensational advertising sign 


Multi-Color 


MOVING LITE 


Electric 


Display 


Animated, scintillating motion without mechanical action— 
No motors—no gears—no moving parts. It is bound to revo- 
lutionize the neon industry. Protected by U.S. and foreign 


patents. 


Write today for particulars. 


OHIO ADVERTISING 


Ohio Bldg., Pearl Street 
Cincinnati 2, Ohio a 


An opportunity of a life time for big earnings. 


DISPLAY COMPANY 


PUBLISHERS: 


MAGAZINE WANTED 


We. are interested in representing a 
trade journal on a commission basis. 


Our acquaintance with practically all of || 
the top agency executives in the middle || 
west, combined with a remarkable adver- 
tising sales record, makes it possible for 
us to handle a publication strictly on a 
percentage basis. 


We naturally want to protect our envi- 
able reputation in the advertising field 
and care only to sell the space of a 
reputable established publication. 

A great many schedules are determined 
this month or next and we aim to expose 
any publication we represent before a 
schedule is settled, so it is desirable that 
we conclude arrangements with the ac- 
ceptable publication as soon as possible. 


Our headquarters are in Chicago. 


Box 6811, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


First Aid to Cubs! 
“NUTSHELL” COURSE IN 
TOP FLIGHT COPYWRITING 


Condensed 12-lesson cour . 100% prac 
tical . « gives big-agency copy technique 

an!) tern.-} ory n Wonderful fo 
in simple, step-Dy steT 1orm ondertuil or 
“cubs” and all desiring advancement. In- 
cludes principles of layout design, type speci- 
fication, ¢€ Only $1.00 postpaid. Money 
back in 5 days if not satished—but_ you 
will be! ADCO COURSES, 3588-A4 Bevis 
Avenue, Cincinnati 7, Ohio 


Mr. Publisher: 


Will your 1948 Space Sales 
be upordown .... ? 


That depends on what you do right 
now! To set your advertising-space- 
selling strategy for bigger results. . . 
To get the largest circulation cover- 
age in the right classifications. 

To get more space sales in ‘48. . . 
Don't delay! Answer this ad today! 


Box No. 6812, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


Look! ! 


Publishers & Representatives—Who Need a 
Chicago office, tel. and Servicing of Accts., 
or/and PART or COMPLETE REPRESENTA- 


TION in Chicago 
Successful Rep. Organization with Quality 
Magazines can do a job for you. Commission 
or Fee Basis 

Box 6803, ADVERTISING AGE 

100 E. Ohio St., Chicago, Il. 
MIAMI AGENCY is seeking the 


services of experienced copy writer, 
production manager or creative illus- 
trator with capital to invest in grow- 
ing agency. State age, background, 
experience. Address President, P. O. 
Box 5182, Miami, Florida. 


| 
| 


POSITIONS WANTED 
ADVERTISING and/or SALES PRO- 
MOTION MANAGER with 20 years 
experience. Diversified background, 
with emphasis in drug and ethical 


field. Versatile—good, sound think- 
er—all creative, planning, produc- 
tion details. Stable family man of 


38. Interested in permanent, respon- 
sible position in $6500 bracket. 
Box 9127, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Aggressive salesman — consumer 
package goods experience—favor- 
able contacts with largest chains, 
department store, mail order, whole- 
sale and retail outlets. Consistently 
written $500,000 annual volume past 
11 years. Broad experience in prin- 
cipal markets. Age 39, married, two 
children, college. Seeks change to 
financially sound company. Write: 

Box 9128, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Ace Free-Lance Copywriter—12 yrs. 
experience with leading N. Y. agen- 
cies will assist agency or advertiser 
needing original hard-selling copy. 
Fast writer. Reasonable rates. 

Box 9138, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING MANAGER — The 
type of creative, merchandising- 
minded executive that sales mana- 
gers like to have on their team. Now 
36, his national achievement record 
is remarkable. Big agency trained. 
Beverage, food, appliance, petro- 
leum, automotive experience. 

Box 9137, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ARDLIF = 
and experience to solve your adver- 
tising problem. Over 18 years news- 
paper and some agency experience. 
College, and veteran of W.W.2. Con- 
sistent and current record for top- 
notch production. Can do the job 
well and can prove it. Salary 
bracket high but worth it. Address: 

Box $130, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
SPACE SALESMAN — Experienced 
Trade paper. Knows accounts and 
agencies Chgo. territory. New busi- 
ness getter, coliege graduate. 

Box 9132, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
I'LL SWAP 12 YEARS 
—comprehensive advertising experi- 
ence abroad for a job futurity with 
an equitable salary. Know all forms 
of advertising, as an interview will 
prove to you. I'll go where you need 
me—do what’s to be done, to your 
sales satisfaction. But, let’s get to- 
gether quick. 

Box 9133, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
LAYOUT ARTIST 
with some copy, newswriting and 
prod. exp., currently employed, de- 
sires job with small agency or adv. 
dept. of mfg. organ. with oppor- 
tunity to learn adv. admin. Age 29. 

Education & bkegrd. exceptional. 

Box 9134, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
COPYWRITER, agency, editorial 
and publicity experience. Some art 
ability. Excellent background. 

Box 9139, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
CERAMIC ADVERTISING 
TRAYS WITH NAME 
of your business. 
on request. J. 
Trenton 7, New Jersey. 

FREE LANCE ARTWORK 
OVERNIGHT SERVICE 
Modern layout, lettering, designing. 
Box 9090, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
REPRESENTATIVES WANTED 

PUBLISHER’S SPACE 
REPRESENTATIVE in Los Angeles 
wanted by Leading Aviation Maga- 
zines for complete West Coast cov- 
erage. Written resume to: 

Box 9125, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVE 
IS SEEKING sales affiliation with 
aggressive and substantial publish- 
er. The territory is the mid-west 
states, but mostly Ohio and Mich- 
igan because these states place such 
great volumes of repeating adver- 
tising and they require close-in 
alert attention. Prefer permanent 
arrangement with national maga- 
zine, dominant trade journal or re- 
liable newspaper. 

Box 9131, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ASH 

& ADDRESS 
Sample sent free 
F. BlavKa, Box 1281, 


To Coleman-Jones 


Angelus Shoe Polish Company, 
Los Angeles, has named Coleman- | 
Jones Agency, Los Angeles, to di- | 
rect its advertising. 


Lewin Appoints Berlow _ 


Sheldon F. Berlow, formerly | 
with Lewis Advertising Agency, | 
has been appointed account execu- 
tive of A. W. Lewin Company, 
Newark. 


Advertising Age, September 15, 1947 
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RECONNAISSEZ VOUS?—Belgium's triple threat contest idea combines brand 

name promotion, market research to discover the degree of recognition of the 

trademarks, and a test of the pulling power of the various Belgian newspapers 
used. 


Belgian Agency 
Sponsors Unusual 
Trademark Boost 


BrussELs—A_ series of three 
trademark identification contests 
recently conducted in Belgian 
newspapers by an agency here 
drew replies running well into six 
figures, at no cost to the agency. 

A. van Ypersele et Cie., in the 
initial contest, picked 44 trade- 
marks and inserted full-page copy 
in 10 Belgian papers, with the 
manufacturers. splitting space 
costs. Contestants were invited to 
identify the marks and compete 
for prizes ranging downward from 
first prize of about $570 and 12 
bottles of expensive liquors. 

Although the method ap- 
proached the borderline of a lot- 
tery, in that respondents were re- 
quired to enclose 10 francs with 
each entry, the agency says that 
over 70,000 replies had been re- 
ceived two days after appearance 
of the first ad. 

To assure impartial judging of 
the replies, the Aero Club Royal 
of Belgium was designated to 
handle the contest details. After 
all costs were defrayed, the club 
is reported to have increased its 
treasury appreciably. 

Purpose of the promotion was 
to stimulate trademark identifica- 
tion, test the pulling power of 
the various newspapers used, and 
augment the paucity of data on 
geographical distribution, reader- 


and Young Men 


in the advertising business. 
profit-sharing benefits. 


Chicago |. 


LEO BURNETT COMPANY, 


needs more keen, alert young people to fill the staff in 
our newly enlarged quarters. Immediate openings now for 


Secretaries, Stenographers, Typists 


5-day week. 
Michigan Avenue location. Ap- 
ply at once, 15th floor, 360 North Michigan Avenue, 


INC. 


who want to get ahead fast 
Insurance and 


|Caire Enterprises, 


ship, etc., of the newspapers here. 

To eliminate the possibility of 
ties, contestants were required to 
| indicate which design they thought 
| would secure the greatest number 
of correct replies, and which the 
|most incorrect guesses. Tabula- 
|tion of these answers enabled the 
‘agency to determine the degree 
|of popularity of the trademarks 
by provinces. 


Am. Airlines Shifts 4 


Francis D. Miller, formerly di- 
rector of cargo sales, has _ been 
appointed head of the sales divi- 
sion of American Airlines, New 
York, under which the former 
passenger and cargo sales divi- 
sions are now consolidated. Joseph 
D. Boylan, assistant director of 
|cargo sales, has been named man- 
ager of the new domestic cargo 
sales branch, and Robert W. Hel- 
\liesen, New England regional 
|manager of cargo sales, has been 
| appointed head of the new special 
| projects branch. Donald Urqu- 
hardt, assistant to the director of 
|passenger sales, has been named 
| supervisor of the new international 


| passenger sales section. 


| Nine Name Ver Standig 


| M. Belmont Ver Standig, Ad- 
| vertising, Washington, has _ been 
named to handle the advertising 
of Loewer’s Brewery, New York: 
McMorrow, Berman & Davidson, 
Washington, patent attorney: 
Mimex Corporation, Brooklyn, 
paints; Campbell Music Company, 


Washington; Rudolph’s Candies, 
Washington; Colonial Wallpaper 
Company, Washington; S. £& 


|Block Company, 
Dainty Deb pencils; Reo-Wash- 
ington, Inc., Washington, an¢ 
Pat-A-Tan Corporation, Chicag®, 
cosmetics. 


Washington, 


Caire Joins Sewell 

Robert Caire, formerly head of 
New Orleans 
|agency, and advertising managet 
of Higgins Industries, has been 
named account executive of Sewell 
Advertising Agency, New Orleans. 
The agency has been appointed to 
handle the advertising of General 
Gas Corporation, Baton Rouge, L@. 
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tax Reduction 


or immediate graduated reduc- 
ion of personal income taxes on 
ncomes less than $4,000 a year, to 
protect buying power. 


‘tore, presided over the commit- 
e’s meetings, which recom- 


icularly on lower incomes; that 
personal exemptions should re- 


ends which have already been 


bhusly crippling the purchasing 


bersonal exemptions, the commit- 


beople of the U. S. should be con- 


Hividends 
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tetailers Ask 


o Spur Buying 


ittee of the National Retail Dry 
oods Association last week asked 


J. H. Chamberlain of Crowley, 
finer & Co., Detroit department 


,ended that tax rate should be 
educed on all incomes, but par- | 


yain as they are, but that com- 
junity property laws should be | 


ation-wide, and that taxpayers | 
hould receive a credit on divi-| 


axed. 

Committee members asserted 
hat present tax rates on incomes 
elow $2,000 and $4,000 are seri- 


ower of the mass of the public 
nd foreshadowing a decrease in 
emand for consumer goods and 
subsequent loss in production. 


Cannot Save Enough 
In rejecting a change in present 


ee declared that (1) “All the 


cious of our fiscal and economic | 
roblems; (2) all who have the| 


privilege of American citizenship 
thould bear some of the burden 
pf that privilege, and (3) we must 


ave a broad basis of taxation in 
rder to raise sufficient revenue.” 
In recommending a credit on 
the committee said: 
‘We believe that individual tax- 
payers should receive a credit up 
o the first income bracket on divi- 
Hends paid by corporations, with 
he ultimate goal, when feasible, 
pf complete relief in that respect.” 
Some members noted that, 
under present tax rates, it is 
‘irtually impossible for individu- 
ls to save enough to open their 
wn businesses. 


ordon Forms Agency 


Helen Gordon, formerly adver- 
ising manager of the Stearn Com- 
pany and executive vice-presi- 
lent of Fran Murray, Inc., Cleve- 
land, has opened her own office 
it 353 The Arcade, Cleveland, to 
andle advertising and publicity. 
The new agency has been named 
handle the advertising of Eliza- 
beth Kardos Fashion Institute and 
Hathaway Shaker Square, wom- 
n’s apparel shop. 


R Firm Changes Hands 


Boris, Gray, Blake & Mayo, 
buffalo, public relations firm, has 
hanged its name to Thomas A. 
Boris & Associates, with the ac- 
quisition by Mr. Boris of the in- 
lerests of his partners, Edwin G. 
Blake, Charles G. Mayo and J. 
Copeland Gray. Mr. Blake and 
‘tr. Mayo will continue as asso- 
lates of the company instead of 
artners, 


Schedules Soup Week | 


A concentrated campaign in 
anadian national magazines, | 
Weekend papers and on the air | 
will mark “Campbell’s Tomato | 
S Soup Week,” to be held Oct. 16- | 
Cockfield, Brown & Co., To- 
nto, is directing the advertising 
the Campbell Soup Company, 
‘ew Toronto. 


are PS 


accano to Hayhurst 


Maccano Company, Toronto, 
nufacturer of children’s toy | 
truction sets, has named F. H. | 
Hayhurst Company, Toronto, to 
"andle its advertising. 


WFIL Names Atkinson 


: Harry L. Atkinson has been ap- 
“inted business manager of Sta- 
“on WFIL, Philadelphia. He for- 
‘rly was sales supervisor of 
mpbell Soup Company. 


‘Outdoorsman’ Ups Rate 


Effective with 
February, 
| man, Chicago, will increase its ad- 

vertising rates and will provide 
| one-time, three-time and six-time 
New YorK—The taxation com-| rates instead of the one rate basis 
as before. 
will be 
$837.50 (six-time), $883.50 (three- 
time) and $930 (one-time). 


Company, 
ers’ 
headed by his father. Joseph A. 
Gallagher has resigned as Phila- 
delphia manager. 


Moves Sales Offices 


Alco Products division of Amer- 
|ican Locomotive Company has 
moved its sales offices from New 
York City to Dunkirk, N. Y. 


the January- 


1948, issue, Outdoors- 


The new page rates 
increased from $800 to 


| 
| 


Philadelphia, publish- 
representative, which is 


‘Silex to Start 
Dealer Contest 


HaARTFORD—Silex Company will 
hold a $3,000 dealer contest for 
window displays between Sept. 15 
and Nov. 15, with 56 prizes avail- 
able in two classifications: depart- 
ment 
hardware and appliance stores. 


and general stores, and 


Prizes will be identical in each 


Joins McCarney Company division: first, $500, second, $250, 

John C. McCarney has joined | third, 
the sales staff of R. W. McCarney 'mentions of $25 each. Any dealer 
featuring Silex products 
maker, steam iron or glass filters) 
exclusively 
least a week during the two-month 
contest is eligible, and the com- 
pany will supply display material. | 


$125, and 25 honorable 
(coffee 


in a window for at 


A photograph of the display 


must be sent to the company post- 
marked on or before Nov. 20, and | 
prize winners will be announced 
by Dec. 15. 


71 
To West-Marquis a. ; 


Security Valve Company, a di- | 
vision of Hayward Industries with 
headquarters in Los Angeles, has 
appointed West-Marquis, Los An-| terrerneaps IN COLOR by National Desioner 
geles, to handle its advertising, MAIL $1.00 ONE DOLLARTO 
production of literature, and pub- FEDERAL PRINTING COMPANY 
licity on its line of special valves ~ 345 Woll Street, Los Angeles 13, Calif. 


° Over 100 J/dcas 


THE FINEST RECORDINGS BY THE BUILDERS 
OF FINE RECORDING EQUIPMENT 


Off the Air 
Studio 
Masters and Pressings 
Jingles 
Duplicates 
Collectors’ Items 


‘UNITED RECORDING LABORATORIES 
, Circle 7-3718 


a 


1650 BROADWAY (51st) NEW YORK 


DIV. UNITED RESEARCH LABS. 
SUITE 706 Circle 7-2089 


"YOU CAN'T BEAT THE BIG 3 FOR RESULTS IN 


THE GREAT YEAR-ROUND FLORIDA MARKET 


@ You'll count more of the kind of results that count in the great Florida 


market. Growth? . 


Florida's is second greatest of any eastern 


state. Income? . . . Florida’s E.B.|. per person is the South’s highest. 


Per capita sales? ... 


As for coverage, three 


Florida, again, sets the pace for the South. 


newspapers blanket the trading areas where 


more than 53% of the state’s total sales take place. If it’s results 


you want, schedule t 
produce more of them 


FLORIDA TIMES- - UNION 


jacksonville 
National Representatives 


Reynolds- -Fitzgeral 


Jann and 


d, Inc. 


Kelley, Inc. Atlante 


he Big 3, - the morning papers geared to 
in the year-round Florida market. 


TAMPA 


Sowyer- 


Notionol Representatives 


Ferguson-Walker Co. 


TRIBUNE 


MIAMI HERALD 
* * 


Notional Representotives 


Story, vom Finley, Inc. 


A. S. Grant, Atlanto 
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y if Billi Fi lost annually, the National Board 
> Fi i a 4 
a I ion ire Guiles wills Gs Sheateots Goo- 
Loss Spurs Larger 


ference on Fire Prevention—will 
campaign calculated to highlight 
the five phases of a comprehensive 
S ak : educational plan adopted by the 
vertising Drive coxtcrnce 

During 1946, a considerable part 
of the fire losses were “large loss 
fires,’ which in the patois of 

to Stress Truman 
R rt e C . means fires causing more than 
epo in ampaign $250,000 damage—many of them 
N = fi | in hotels and industry. The total 
tn ee fe gg er Kr rte insured fire loss in 1946 was $561,- 
than $500,000,000 a year, and be- gg ooo Ss ggule 

th 10,000 li ab ie 

ee ives aF© | $193,862,000—indicative of the 
So, in early May of this year, 
President Truman invited several 
thousand insurance leaders, rep- 
resentatives of state and munici- 
pal governments and business to 
a conference in Washington. He 
named Maj. Gen. Philip B. Flem- 


shortly embark on an advertising 
Fire Underwriters Plan 

the casualty insurance business 

rising number and cost of fires. 

ing to direct the conference, with 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1}inois 


crops, contributed $2,472,071.65 to 


Your advertising will do the most 


good when it is directed toward Youth Service in their communities, 


people of energy, action and enthu- sponsored 3,195 Boy and Girl Scout 
siasm. Last year, member-readers and Campfire organizations and 
of The Kiwanis Magazine spon- gave vocational guidance to 209,969 
sored 1,499 public forums, sold _ boys and girls. For further informa- 
$32,692,756.24 worth of War Bonds _ tion on how to enlist this organiza- 
and Stamps, guided 314,807 return- _ tionin your behalf, write for brochure 
ing veterans into civilian life, se- that describes America’s commun- 


cured 28,592 workers for harvesting _ ity leaders. 


SA MIWAMIS 2000.72: 


PUBLISHED FOR COMMUNITY LEADERS 


520 NORTH MICHIGAN AVENUE ¢ CHICAGO 11, ILLINOIS 


|A. Bruce Bielaski, assistant gen- 
eral manager of the board, as 
executive director. 


Five Reports Compieted 


| The conference assigned five 


committees to make reports; these 
| reports, bulky documents bristling 
with statistics, form the bases of 
|the individual ads in the cam- 
| paign. On each of the five phases, 
| President Truman has contributed | 
a message which will appear in a| 
box in the advertisement. 

Some of the significant facts 
turned up by the committees: 

1. Building construction, oper- | 


hotel fires, observers noted that | 
decorative spiral staircases func- 
tioned like flues in spreading fire 
to upper floors; this committee’s | 
report points up other findings to | 
help building owners protect them- 
selves against fire. 

2. Laws and law enforcement 
—Of the 16,220 municipalities in 
the U. S., less than 2,000 have 
adopted a building code designed 
to protect the community against 
fire; of the 2,000 in operation, 
many codes have been in effect 
from 15 to 50 years, and are hope- 
lessly obsolete in view of tech- 
nological advances and because of 
huge population increases in some 
of the cities in recent years. 


Education Stressed 


3. Fire prevention education— 


ation and protection—In recent| - 


open grill-work on elevators, me pe 
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Se mente 


FIRE PREVENTION—With this copy, 
to break late in September in national 
magazines, the National Board of Fire 
Underwriters will try to combat the ris- 
ing trend of fire losses. Each ad will 
point up a phase of the President's 
Conference on Fire Prevention reports. 
MacFarland, Aveyard & Co. is the 


agency. 
suffocation, asphyxiation, tram- 
pling. In the hotel fires of 1946, 


many persons died of fumes in 
the corridors who might have sat 
safely in their hotel rooms, wait- 
ing for rescue. 


Starts in ‘Collier’s’ 


The board is a public relations 
organization with more than 200 


| Insurance men take an optimistic 
| view of this phase of the program, 


pre hope that by careful dissemi- 


nation of fire safety facts they can | fire safety advertisements in Col- | of Peoria, Ill. 
gradually build a new generation | lier’s (the campaign starts in the | 


| alerted to the dangers of fire, less 
panicky and more concerned with 
the basic rules of fire prevention. 
4. Fire fighting equipment and 
| Copertennnay 6 the 800,000 fire- 
men enrolled in fire-fighting de- 
| partments across the country, only 
| about 30,000 are under systematic 
|training; this omits the largest 
cities, but the citizen of many a 
smaller city is actually dependent 
on the heroism of a man in a steel 
helmet, who may be using tech- 
niques and equipment long out- 
dated. Fire equipment has gone 
down-hill during the war years, 
now badly needs renovation and 
replacement. Again, the influx of 
population into some areas has 
given fire departments problems 
with which they are physically 
unable to contend. 
5. Research—It is planned to 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


207 NORTH MIicqwHItIGan AVENUE 


CHICAGO ', VRELIN OVS 


do exploratory work into the psy- 


3 |chology of panic, to try to dis- 


| | cover the cause and cure for some 
| of the facts of fire deaths. Less 
|than a third of fire deaths is nor- 
|mally caused by burning, the 
|largest percentage being due to 


member fire insurance companies. 
| This year, in support of the Presi- 


Less 


as 


five years of age were among th 
10,000 who lost their lives ;J 
1946. Thereafter the campaig 
will feature a statement by Ge, 
Dwight D. Eisenhower that “yp 
armed heroes cannot win th 
battle against fire,” illustrating tp 
equipment and department prob 
lem; and in November the ads wij 
stress remedial legislation. 

Two basic factors contributed 4 
the fire increase, according to A. 
Aveyard, vice-president of Mac 
Farland, Aveyard & Co., th 
agency handling the _  accoy 
These are overcrowded citie 
which lead to glutting housir 
facilities and overloaded fire figh 
ing departments, and “war-wear 
ness”—the run-down condition 
buildings, wiring and material f 
combating fires. 

For the past two years, th 
board has stressed the services 
offers to home owners, as well ¢ 
reminding them that in the pres 
ent real estate market, their ini 
surance is likely to be inadequa 
to cover replacement costs. Th 
new campaign will offer all inter 
ested persons copies of the Presj 
dent’s Conference committee re 
ports on each of the five phases. 


Six Join AFA 

The following have joined th 
Advertising Federation of Amer 
ica: Rexall Drug, Inc., Los An 
geles; Indianapolis Times; Sidne 
K. Lenby Advertising, Chicago 
and Keystone Steel & Wire Com 


dent’s Conference on Fire Pre-| 


vention, it will present a series of 


Sept. 27 issue), Farm Journal, 
Life, Look, Pathfinder, Successful 
Farming and The Saturday Eve- 
ning Post. The association had a 
radio show, “Crimes of Careless- 
ness,” on Mutual last year, but at 
present has no radio plans. 

The monthly, black-and-white 
pages will point up one phase of 


ning with an emotional appeal re- 
porting that 2,000 children under 


the problem after another, begin- | 


pany, Edward L. Sedgwick Com 
pany, and Peoria Newspapers, al 


| 
1 
} 
| 
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KEEP YOUR EYE ON TH: i 
| wAGERSTOwN LINE ‘i 


PERSONAL LEATHER GOODS 
FOR PREMIUMS, PRIZES AND 
ADVERTISING SPECIALTIES 


THE HAGERSTOWN LEATHER CO. 
HAGERSTOWN, MD. 
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> a fa CHARLES LEVY |a daughter, Mrs. Robert E. Lucas, | brushless shave and Oxidine ma- rilizer 
‘ir ioe ;. dustrial Stores ‘wife of the publisher of the Her-|laria tonic, has appointed Wil- Develops Shoe Ste 

. CHICA Charles Levy, 73, head ald and Republic Yakima, Wash. helm-Laughlin-Wilson & Associ- O&S Products, Inc., Chicago, 
; ° Sage of the Charles Levy Circulating : ; ates, Dallas, for its first major | has ag gs a peta wy | ma- 
nt by Ge Company, died here Sept. 4. Mr. prs campaign in over five years. | chine for killing germs and fungus 
r that “un l ed {0 Improve Levy started as a newsboy at the PHILIP D. FLYNN iv Newspapers, magazines, outdoor, | growths inside of shoes through 
ot win th age of eight and at 20 first con-| _UN10N, S. C.—Philip D. Flynn,|radio and point-of-sale will be| ultraviolet rays. The Jermaster 
ustrating th tracted with newspapers here to|6!, prominent advertising execu-/used in Texas at first, with ex-j|unit consists of a cold cathode 
tment prob lj S | deliver their newspapers jointly. tive here, died Sept. 4 at his home| pansion nationally as sales in-| germicidal tube, so moet a 
‘the ads wil pp ance e ing His company now delivers mil- after several months’ illness. Mr. | crease. shoe can fit over it, mounted on a 
ation. lions of newspapers daily and|Flynn formerly served with the —_——— rr Hig gd heer eS ae 
ontributed gj (Continued from Page 1) — | nearly 2,000,000 magazines a|7- K. Kelly Sales Organization of | Names Kumler V.P. Pediation. The devien sell fer O08 
ding to A. Ball will be good only if prices | month. Minneapolis, and specialized in) 5... mM. Kumler has _ been 
ont of MacfHio not rise further out of line cate advertising programs of numerous | named vice-president in charge 
& Co., thivith quality. southern and eastern companies. | of sales of Alexander Mfg. Com-| —— 
he accounf# “Consumers will exercise their MERLE CHESSMAN ana pany, Bloomington, IIL, manufac- 
vded citidlveto power if prices are too high| AstToRIA, OreE.—Merle R. Chess-| pAYL D, NILES turer of pens and pencils. SEPARATE 
‘ing housiff-and that is a veto which no|man, 60, publisher of the Astorian-| p,arras—Paul D. Niles, 33, chief —_—_—_—_— . Ti ONS 
led fire figh{Mbusiness man in his senses would | Budget, died in Portland Sept. 1| traffic executive and formerly ad- Appoints Robinson TAXICAB OPERA 


“war-wear nttempt to override,” Mr. Creigh-/| following an operation for brain|vertising and sales promotion David Y. Robinson has been ap- * 
condition on pointed out. tumor. manager of Braniff International | pointed sales manager of the elec- Recthve 
material fg He observed that the current) Mr. Chessman was with the| Airways, died here Sept. 8. Be-| tric heating units of Yale & Towne AB 


‘search for riskless enterprise is| East Oregonian, Pendleton, from|fore joining Braniff in 1940, Mr. Mfg. Company, with headquarters 
erhaps the economic phase of|19099 to 1918, when he became|Niles was sales and research stat-|in New York. 
e world’s search for security,”| publisher of the newspaper here. |istician for the Oklahoma City ——— | 


») years, th 
le services 


'S, @S well afput added that a hazardless ap-| He was once president of the state | Times and Oklahoman. 2 Join H. K. L. Agency | 

in the pres yarel business is a contradiction | editorial association and a mem- ceipsecigentechomenee Seawe Rati and Metlaman Pratt} 

ig So ings terms. ber of the —— senate. ~~ Crazy Water Returns have joined H. K. L. Advertising | TAXICAB OPERATOR 
qua viving are his widow; a son, Rob-| Crazy Water, Inc. Mineral|Agency, Los Angeles, as account 162) N. CALIFORNIA AVENUE 

t costs. Th coe ee —— ert B. Chessman, associate pub-| Wells, Tex., producer of Crazy|executive and assistant art di-| | OF call ARMitage 4163, Chicago 47. Ill 

ffer all inter™ Joseph B. Hall, president of|)\icher of the Astorian-Budget, and|Water, Crazy Water Crystals,/ rector, respectively. 


of the PresiMgkroger Company here, emphasized 
ommittee regtat his grocery chain puts much 
five phases, MuteSS On selling and on the 


theory that the “customer is the 
oss.’ The ability of large chains 
o buy in large quantities is a } 
undamental factor in chain store 

bperation, he acknowledged, “but 
yhen the buying end of the busi- 


ye joined th 
on of Amer 


«a ge oe, ess becomes all-important, the 
ing Chicag esults are unfortunate in many 
& Wire Comm™vays.” 


“There then is,” he pointed out, 
‘too much stress on low prices, ad- 
ertising arrangements, discounts, 
pecial deals, chiseling. A natural 
onflict develops between the sell- 
prs of merchandise on one side 
pnd the chain buyers on the other. 
orst of all, the importance of the 
ustomer is forgotten in the tug 
of war between the supplier and 


dgwick Com 
2wspapers, 


Seobe 


More People... 


YE OW Ty: 
iy LINE 


ER GOODS he chain. 
PRIZES AND “But such a situation certainly buy and read the Boston Record-American than 
ECIALTIES 


oes not prevail at the Kroger 
ompany today. Many of the 
hain’s old-time buying advan- 
ages have disappeared, and per- 
haps that was a very good thing. 
Yor their disappearanee has helped 
put the emphasis on selling, and 
HOGRAPHY n any retail business the funda- 
eer ental purpose should be to make 
AY)  fadiifates. 


LEATHER CO. 
N,MD. 


Praises Union Shops 
“With the accent on selling— 


The Kroger president urged that 
association members also sell the 
American system of free enter- 
brise to the American public, for | 
“every large company is a full- 
bage advertisement of the free | 
‘iterprise system; let us be sure 


hat it is a good advertisement as 
well.” 


of its 248 local unions. | 


Two Appoint Louttit 


- I, agency, has been appointed 
handle the advertising of Le- 
Ugh, Ine., Norwich, Conn., petro- 
*um distributor. The agency has 
“so been named to handle a spe- 
wal three months’ promotion for 
Yarragansett Electric Company, 
‘Tovidence utility, using every 
‘twspaper in Rhode Island. 


T. Robley Louttit, Providence, | 


Above: Circulation Record of Boston Newspapers in- 
dicates how completely the Record-American blankets 
the Boston Market. Source: Publishers’ Statements for 
6 months ended March 31, 1939, and March 31, 1947. 


. os 
Sunday, too, the Advertiser also reaches an all-time 
circulation high, with 679,410 . . likewise offers the 
lowest milline rate of all newspapers published in 
New England on Sunday, 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


buy any other newspaper in New England . . 
spending more than six and one-half million 
dollars a year for it — in pennies! 


More Buyers... 


are represented in the tremendous circulation 
of the Record-American . . because, obviously, 
more people buying the Record-American 
mean more buying-minded people reading and 


acting upon the advertising it carries! 
where it belongs—cooperation au- . 
— lomatically develops between the 
ih Mroducers of goods and the dis- More Sales aehge 
A tibutors. Both are primarily in- . 
lerested in selling more merchan- 469,637 accrue to the advertiser . . because compere- 
COMPANY Glise to more consumers. . . Move- 450,000 tive circulation figures of all Boston newspapers 
¢ —enicago 10 ment of merchandise through the show that he gets 47°/, more sales potential 
WHITEHALL 5957 pores bavemes .as important—t out of a given space in the Record-American 
1ot more important—than the cost 400,000 dens ttn all 48°; ‘ 
of the merchandise.” , an in second paper, 48°/, more than in 
Mr. Hall pointed out that a suc- the third, and 84°/, more than in the fourth! 
essful corporation must sell itself 
lo the customer as well as sell its 350,000 
merchandise. It must especially, For Less Money eee 
he said, have good labor relations. a» * a Record-Americen edvesticer not only tells his 
“Employes with a grievance are a. ae : 
imong the worst ainaiiineinale 300,000 pee ee” team story to the largest newspaper audience in 
a company can have,” he ob- ——— New England at the lowest milline rate . . but 
served, adding that Kroger has| Ke pays no premium for the greater visibility 
g00d union relations—and is “en- the tabloid page gives his advertising! 
irely satisfied” with union shop 250,000 mn 
tontracts which it has with most | 1939 , 
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Leaves Butler Brothers 

C. W. Harris has resigned as 
executive vice-president of Butler 
Brothers, Chicago. 


SUPPLIES 
To Latin America 
by using 
EFECTOS 

de ESCRITORIO 


Complete of 5000 retailers and 
wholesalers in bi export market. 
Write for “Your Market’’ booklet. 


250 FIFTH AVE. NEW York 1 [=i=¥a¥ 


Karagheusian Promotes 2, 


Charles H. Birchall and C. 
Edwin Smith have been named 


assistant advertising managers of| } 


A. & M. Karagheusian, New York | 
rug manufacturer. Mr. Birchall 
has heen an advertising assistant 
with the company since 1945, and 
Mr. Smith was formerly with the 
Navy and the Eagle-Star, Mari- 
nette, Wis. 


Ferguson Adds Duties 


Robert Ferguson, business man- 
ager of the Times-Leader, Mar- 
tins Ferry-Bellaire, O., has taken 
on additional duties as manager 
of Stations WTRF and WTRF-FM, 
near Bellaire, which will begin 
operation about Nov. 1. The sta- 
tions are owned by Tri-City 
Broadcasting Company, of which 
Jesse A. Bloch is president. 
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NPA LEADERS—Officers of National Publishers Association seemed happy to get the expansion program under way at th: 


Advertising Age, September 15, 1947 


il % iim Terre ay j <8 


visca | 


association's 28th annual meeting at Spring Lake, N. J. From the left: Howard Ehrlich, McGraw-Hill, vice-president; Wal. 


ter D. Fuller, Curtis, president; A. E. Winger, Crowell-Collier, vice-president; Arthur S. Moore, Hearst Magazines, treasurer. 


Arch Crawford, executive vice-president, and Harold F. O'Hanlon, assistant executive secretary. Francis L. Wurzburg, Conde 


Nast, secretary, was not present. 


NPA Approves 


Reorganization 
and PR Program 


(Continued from Page 1) 
vertising Bureau, told the meet- 
ing that magazine and farm paper 
advertising volume in 1947 will 
total about $440,000,000, as com- 
pared with $305,000,000 in 1945. 

A proposal that NAMP take 
over the advertising agency recog- 
nition functions of Periodical Pub- 
lishers Association, also headed by 
Mr. Braucher, was referred to the 
directors and policy committee, 
with the rest of the reorganization 
plan. 

Although the enlarged program 
would involve doubling the as- 
sociation’s present annual budget 
of about $200,000, this will not be 
done immediately, and no action 
toward expanding membership 
dues was taken. 

Among other “expenditures,” 
the association contributed $28,000 
in the past year to the Advertising 
Council. 


Outstanding Council Drive 
Mr. Winger, chairman of the as- 


Iv’s a 


Uz, Kentucky: 
WAVE’s listens 


s by long, 


+ of the State com 


ai 
s and see if you dom 


{ 
ity of Louisville, to°- 


LOUISVILLE 


| sociation’s committee to work with 
| the council, quoted Charles G. 
|Mortimer, council chairman, to 
‘the effect that the campaign to 
| promote the sale of savings bonds, 
in which more than 1,100 maga- 
zines are now participating, has 
been the “outstanding accomplish- 
ment of the council” in the past 
two years. In a few months sales 
of these bonds doubled from less 
than $500,000,000 to more than 
$1,000,000,000. 


Mr. Winger said Young & Rubi- 


cam, agency for the magazines’|ness papers frequently have a for- 


bond campaign, has “put in more 
time on our advertising campaign 
than on any other campaign it has 
in the house.” 


Plan Midwinter Session 


Howard Ehrlich, who retired 
Sept. 1 from McGraw-Hill, re- 
ported as chairman of the general 
operations committee that the as- 
sociation is planning a_ second 
midwinter open meeting at the 
Waldorf-Astoria, New York, and 
wiil also launch a drive for new 
members. 

Andrew J. Haire, Haire Publish- 
ing Company, and Curtis McGraw, 
McGraw-Hill, were elected direc- 
tors for three years, succeeding 
the late. E. H. Ahrens, Ahrens 
Publishing Company, and Mr. 
Ehrlich. Reelected directors were 
Albert L. Cole, Reader’s Digest; 
Allen L. Grammer, Street & 
Smith; George J. Hecht, Parents’ 
Institute; Joseph S. Hildreth, Chil- 
ton Company; C. B. Larrabee, 
Printers’ Ink; Henry Lee, Sim- 
mons-Boardman, and Graham 
Patterson, Farm Journal. 

Arch Crawford is 


mat that might be loosely referred 
to as a magazine, we are strongly 
of the feeling that they are not 
‘magazines’ as that designation is 
popularly applied today,” Mr. 
Knisely wrote. 

(It had been suggested by 
George J. Hecht, publisher of Par- 
ents’ Magazine, that the name be 
changed to Magazine Publishers’ 
of America with the understand- 
ing that whenever the name is 
written there appear under it 
*““Magazines — Business Papers — 
Agricultural Publications.”’) 


Apart but Not Aloof 


Asserting that the ABP repre- 
sents 1,900 business papers, dif- 
ferent from magazines in function, 
purpose. and influence, Mr. Knisely 
went on to say: 

“While members of the business 
press have cooperated with NPA 
in the past in the solution of com- 
mon problems, and doubtless will 
continue to do so in the future, it 
is the firm feeling on the part of 
business paper publishers with 
whom we have discussed this mat- 


executive |ter that they want to stand on 


vice-president and Harold F.|their own feet, apart, but not 


O’Hanlon assistant executive sec- 
retary of NAMP until the new 
setup is put into operation. 


KNISELY WARNS NPA 
ABP NOT MAGAZINES 


New YorK—Stanley A. Knisely, 
executive vice-president of As- 
sociated Business Papers, has ad- 
vised Walter Fuller, president of 
the National Publishers Associa- 
tion, that any change in title to 
“Magazine Publishers’ Associa- 
tion” would meet with the ABP’s 
disfavor. 

“While it is true that a few busi- 
ness paper publishing houses are 


| aloof, 


'members of NPA and that busi-| 


from magazines, newspa- 


HOSIERY 
Carrying the Most Product 
Advertising to Hosiery Mills: 
KNIT GOODS WEEKLY 
ing Advertising 


_ Wholesalers: 


to Retailers a 
Monthly Hosiery Merchandising 
: Sees. solely for 
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KNIT GOODS WEEKLY © 
| Madison Ave., New York 


A DOZEN! 
Much tess 


| 


for only $1.60 


because you can reach 1,000 


LESS THAN 
~ ADIME - 


we 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing 
fraternal publication in its field, and the following figures taken from 
Standard Rate and Data show that its rates are the lowest: 


MAGAZINE 
Eagle 
Elks . ‘ 
Foreign Service 
Legion 


RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
3.74 3.56 
5.10 4.84 
4.42 4.12 
8.24 7.84 
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vision are known. No technical 
problem is involved that money 
cannot solve.” 

He expressed regret that, al- 
though international broadcasting 
is feasible, “very little has been 
done about it” and objections to 
its cost have been raised. As to 
the expense, Mr. Sarnoff pointed 
out that “even if the cost of oper- 
ating such a world-wide system 
should prove to be as much as 
$50,000,000 a year, that figure is 
far less than the cost of one 
modern battleship.” 


Brugman Joins Maxtield 


Richard D. Brugman, formerly 


75 
AANR Unit Elects 


William D. Cannon, Los An- 
geles manager of O’Mara & Orms- 
bee, has been elected president of 
the Los Angeles chapter of the 
American Association of News- 
paper Representatives. Other offi- 
cers elected are: N. Clark Biggs, 
Moloney, Regan & Schmitt, vice- 
president, and Jack Forbes, Los 
Angeles manager of Kelly-Smith 
Company, secretary-treasurer. 


AGENCY _- 
\\ EXECUTIVE: _ 


at the with David Malkeil Advertising THIS IS A a. i 

i Wal Bip, EXPANSION PLANNERS—Survey committee chairmen appear at NPA's annual meeting at Spring Lake, N. J. Left to| Agency, Boston, has joined Joseph that it's not tog ey i 

‘esurer\ Bight: Godfrey Hammond, Popular Science-Outdoor Life, public relations and education; Arthur S. Moore, Hearst Maga-| Maxfield Company, Providence, to ask our help in lay- : 

Conde ines, finance; Philip Zach, Capper Publications, publications; Albert E. Winger, Crowell-Collier, U. S. savings bonds and|R. I., as production manager. i J i 
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———= 7 ollier, editorial; Dona . Shook, Look, research and statistics. sent were W. H. Eaton, American Home, advertisin 

a for- “es agency relations; Marvin Pierce, McCall Corp., nominations, and Benjamin Allen, Central Registry. 9/ Becomes NATA Member 

ferred American Transit Advertising | 


rongly fers, radio and other classifica- | comics in one minute.” [neater than most people realize. . . ae eager - a has I 
e€ notions of advertising media. RCA’s president declared also! Already the scientific principles National Aaseiiton ai lent 
ion is] “We must compete as a separate (that international television “is|and means for worldwide tele- 


Mr. {Rnd distinct media classification 

d do not want to march under 

d by fe banner of Magazine Publish- 
f Par- rs’ Association. Your present 
me be fame — “National Publishers As- 


ishers’ }ciation” would be more precise. 
stand- §“It would be unfortunate in- 
me is feed and, we feel, might interfere 


der it ith your worthy plans for maxi- 


ers —fhum expansion of NPA if Mr.) 
Hecht’s suggestion were carried | 
ut.” 
| 
repre- Back Up ABP Stand 
s, dif-M Copies of Mr. *Knisely’s letter 
nction, vere sent to ABP members. Early | 
‘nisely Mast week he told AA he had re- 
eived only a few replies, but 
isinessMhat they generally did not like 
1 NPAffhe “magazine” in the association’s 
f com-ffitle, and preferred the present 
ss willlitle. 
ture, it A quick survey of farm pub-| 
sart offMcations by AA indicated that a | 
withMrge majority of agricultural pub- | 
ss mat-fshers look with strong disfavor 
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it notfMeignations of their publications 
>wspa-fo “magazines.” 
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CHicaco — RCA in Washington 
ext month will hold the first pub- 
¢ demonstration of “ultrafax’— 
ew radio communication system 
hich can handle 1,000,000 words 
minute, 

This announcement was made 
} David Sarnoff, president of 
kdio Corporation of America, at 
Chicago Council on Foreign Re- 
tions luncheon Friday in honor 
the U. S. National Commission 
t UNESCO (United Nations 
lucation, Science and Cultural 
Prganization). 

‘Ultrafax is a combination of 
io and television,’ Mr. Sarnoff 
essentially a 


Xlained. “It is 

alio mail system; it will dip into 

fe mail bag to flash documents, 

owing MWspaper pages, letters, maps, 

| from awings, balance sheets, or, in 
tt, any written message, in any 
Nguage. It will be received at 
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‘ destination as an error-free 


CSimile of the original. 
International Video Near 


Ultrafax is capable of trans- 

ting the equivalent of 40 tons’ 

i airmail, coast-to-coast, in a 

wis Hgle day; a 500-page book in 
* @& a minute and a Sunday met- 
Dolitan newspaper including the 
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| tation Advertising. 


~S 


® 66,900 retailers classified and 
routed. 


© 48 city sales division maps for 
market visualization. 


© 428 shopping centers and shop- 
ping streets located. 


® Sales managers’ maps of the 
Los Angeles jobbing territory. 


® Air-view perspective map of the 
Los Angeles retail market. 


® 6 Sales managers’ maps of the 
Suburban Retail area. 


oo 


This comprehensive Sales Operating Control 


gives an up-to-the-minute portrait of your 


market in the Los Angeles territory. Factual 


data to help you visualize your objectives... 


to probe and develop sales potential block 


by block. When a sales executive puts this 


book to use it becomes his own Sales 


Operating pattern where he will plot 


current and future operations with 


greater assurance, greater profit. 


We'll be glad to show it to you. 


A HEARST NEWSPAPER + REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE + OFFICES IN PRINCIPAL CITIES 
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Appoints Doner Agency 

W. B. Doner & Co., Detroit, has 
been appointed to handle the ad- 
vertising of Technical Industries, 
Detroit. In November the com- 
pany will market the new Agi- 
Matic color developer, the first of 
a series of products designed for 
the photography field. 


Heinz to Launch 
Biggest Sampling 
Drive for Soups 


(Continued from Page 1) 
tober showing of panel posters in 
989 markets to the give-away pro- 
motion. Under the plan, when the 
housewife buys three cans of 
Heinz condensed cream of tomato 
soup, she can obtain free one can 
of another variety of Heinz soup. 
Each customer taking advantage 
of the offer will sign a coupon at 
the store. 
| Grocers will return the coupons 
to Heinz, which will redeem the 
coupons at the full retail price. 
Heinz will pay each grocer one 
cent for each coupon returned. To 


PASADENA FAMILIES* 
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Fine Printing Plates 
from Kodachromes... 
every time 


When you give your platemaker a Kodachrome to reproduce, sir, 
are asking him to interpret a transparency. A transparency 
ss difficult to judge. He sees it one way, you another. And too 
often, perhaps, you fail to get just the effect you anticipated. 
Our full color Chromart Print, made from your Kodachrome to 
fit into your artwork, is made photographically and is right. Being 
on paper, your platemaker has a real chance to display his skill, 
matching color-for-color. And it has the full production flexi- 
bilities of other forms of normal copy: It can be dramatically 
displayed, airbrushed for last-minute changes, pasted into com- 
plicated artwork so that but one set of plates need be made of the 
entire page. 
Chromarts are backed by 8 years of making color prints that are 


right for platemaking. Priced from $48 to $115, depending upon 
print size. Write! 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


,of housewives, coupons will be is- 
| thirds of his total purchases of 
| Heinz tomato soup during the life 
|of the offer. 


each grocer must stock and dis- 


make sure that the sampling cam- 
paign reaches a maximum number 


| sued to each grocer to cover two- 


To take part in the program, 


play the full line of soups. Pro- 
motional materials include mats, 
posters, shelf tabs and strips, price 
ecards, etc. About 200,000 grocers 
will participate, Heinz believes. 
Tying in with the sampling will 
be a heavy drive for Heinz Ameri- 
cana and Colonial soup kitchens 
for drug stores and restaurants. 
A four-color spread in an October 
issue of Collier’s will ask readers 
to try Heinz soup at any one of 
nearly 100,000 outlets having soup 
kitchens. 

Heinz soup ads will appear this 
fall in American Home, Better 
Homes & Gardens, Collier’s, Fam- 
ily Circle, Good Housekeeping, 
Holland’s Magazine, Ladies’ Home 
Journal, Liberty, Look, McCall’s, 
The Saturday Evening Post, Sun- 
set Magazine, Woman’s Day and 
Woman’s Home Companion. 

Maxon, Inc., Detroit, places the 
Heinz advertising. 


Retailer Tells 
Promotion Heads 
How to Sell Radio 


New YorK—Howard P. Abra- 
hams, manager of the sales pro- 
motion division of the National 
Retail Dry Goods Association, last | 
week gave broadcasters some 
pointers on how to sell radio to 
retailers. 

The NRDGA executive was one 
of the principal speakers at a 
three-day promotion clinic at- 
tended by more than 100 execu- 
tives of CBS affiliates. 
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Advertised Brands 
Up Stokely Sales 
fo $107,000,000 


INDIANAPOLIS—“Once over 85% 
of the output was in private label 
or unknown brands,” Stokely- 
Van Camp, Inc., tells stockholders 
in its pamphlet report for the 
fiscal year ended May 31, 1947. 
“Now the ratio is 95% in nation- 
ally advertised and company- 
owned brands, the prices of which 
are far more stable.” 

The company’s sales, explains 
W. B. Stokely Jr., president, rose 
from $21,610,234 for the year 


for the year ended May 31, 1946, 
to $107,018,513 in the current 
period. In the same periods net 
earnings before taxes were $954,- 
103; $9,834,913 (including a non- 


recurring income of about $1,- 
500,000), and $11,811,911. Net 
profit after tases and other 


charges in the current year was 
$7,111,910. 

The center spread of the report 
reproduces, in color, front pages 
of eight magazines scheduled by 
the company for Stokely and Van 
Camp foods and Honor Brand 
frosted foods: Better Homes & 
Gardens, Cosmopolitan, . Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, The Saturday Eve- 
ning Post, Time, and Woman’s 
Home Companion. It emphasizes 
that the company also uses out- 
door posters, car cards, news- 
papers and radio. - 

“This consistent, continuous pat- 
tern of advertising,” the report 


ended May 31, 1941, to $88,969,163 | 
|transcribed and live, for adver 


Advertisi 
adds, “is the present-day j 
with Van Camp’s advertising Fn Adve 
the ’90s and of Stokely’s singef/ -——— 
1929.” 

Between 1922 and 1947 Stokely. 
Van Camp has expanded from 
four plants in two states to 69 
plants in 16 states, Canada ang 
Hawaii. The number of its prog. 
ucts has grown since 1920 from 15 
to 112. 

Gardner Advertising Company, 
St. Louis, handles Stokely’s: 
Calkins & Holden, New York, Va 
Camp’s; Kelso Norman Agency 
San Francisco, Honor Brand, anf 
Dancer-Fitzgerald-Sample, Cana, 
dian advertising. 
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Ward Forms Own Firm 


Don Ward has formed Do 
Ward Productions, 205 W. Wacke 
Dr., Chicago, to create and pro 
duce special radio programs, bot 


tisers. 


Ohio Group to Meet 


The Ohio Select List will hold 
its annual convention Oct. 5-7 af 
the Deshler-Wallick Hotel, Co 
lumbus, O. 
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to the finished art. Idea! for heads . . 
_ Available in transporent or epenee 
letters. This ad set with Fototype in just 
25 minutes! WRITE FOR FREE CAT 
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1415 ROSCOE ST., CHICAGO 13 


“Sales promotion is one big 
package,” Mr. Abrahams § said. | 
“Every link helps every other. | 
Radio is one coordinating link, | 
not the entire show. Show stores | 
how they can put this link into! 
action to help create new business | 
and new prestige. 
how to use radio to support other 
media, to bolster newspaper, dis- 
play and direct mail.” 


Stress Strong Points 


Asserting that the best radio 
technique is to promote a store’s 
strong departments and lines and 
thus increase sales and traffic in 
the entire store, he said: 

“It makes no difference whether 
you are promoting a small store 
or a large one, whether you use 
one program or many. The idea 
is to hit the customer with the 
items she wants. Don’t scatter 
your shots.” 

Radio, Mr. Abrahams continued, 
gives the advertising manager “an 
opportunity to make a regular 


a eg hesswe 


MATRIX COMPANY © waBash 


selected visit with those he’s most 
jinterested in attracting. This 
audience should grow in size and 
| value because it is created to serve 
lcertain types of potential cus- 
|/tomers just as the retailer has 
{bought his goods and built his 
business to serve specific types of 
| potential customers.” 

| The first meeting of its kind at 
Columbia, the clinic was held to 


Show stores ! 


prefer 


give local station managers an op- 
portunity to exchange views. 


Maas Brothers Names 2 


Ray Hough, formerly with Al-| 
lied Stores Corporation, New| 
York, and William B. Bond have | 
been appointed sales promotion 
manager and advertising manager, 


respectively, of Maas Brothers De- | 


| partment Store, Tampa, Fla. 


Standard Names Geyer 
Standard Register Company, 
manufacturer of record 
has | 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 1204 ¢ Dayton, 
control systems for industry, 
| appointed Geyer, Newell & Ganger | 
to handle its advertising. 
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SCHENECTADY MERCHANTS 
The GAZETTE 


for definite reasons! 


Advertising in the Gazette brings GREATER SALES 
—that's the most impelling reason of all. 


SCHENECTADY 


AZETT 


REYNOLDS-FITZGERALD, INC., National Representatives 
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Advertising in the Test Stage 


—__ 


Armour, Gerber 
Start New Test 
on Baby Meats 


New YorK—A _ new line of 
strained and chopped meats for 
babies, the joint product of Ger- 
ber Prodycts Company and Ar- 
mour & Co., will shortly begin a 
est campaign in-eight cities, using 
newspapers, point-of-sale material 
and direct mail. Some observers 
sxpect the test to start in about 
three weeks. 

The new meats will bear the 
Gerber label and the Armour star 
trademark, and will be marketed 
through the Gerber sales organi- 
ation. 

In revealing test plans, officials 
zid the joint operation was de- 
cided upon when both began to 
plan a line of meats for babies. 
Zach sought technical assistance 
from the other, and it was de- 
tided to let Armour make the 
meats, and Gerber market them. 
his plan is supposed to effect 
mportant savings in capital and 
anpower, and the saving is sup- 
hosed to be passed on to the con- 
umer. 


Start With Three 


Only three products are now 
on schedule, beef, veal and liver, 
bil in both strained and chopped 
ersions. Both companies. will 
hare in the opening promotion. 
hey expect to have national dis- 
ribution, in the usual 3% oz. can, 
fithin a few months. 

At present, no other cooperative 
ventures have been planned by the 
ompanies. 

Federal Advertising Agency, 
hich has the Gerber account, 
ill handle the test. 


MPILLSBURY PIE MIX 

OMES TO NEW YORK 

New Yorxk—Pillsbury Pie Mix, 
hich was .introduced previously 
in Cincinnati, Chicago, Los An- 
eles, Richmond and St. Louis, is 
ioving into the New York mar- 
et. 

Pillsbury Mills will use four 
Yew York evening papers, the 
ournal-American, News, Sun and 
World - Telegram; also the Eliza- 
beth Journal, Hoboken Jersey Ob- 
server, Jersey City Journal, New- 
rk News, Passaic Herald - News, 

Paterson News and Union City 
Hudson Dispatch, and 16 suburban 
lailies. 

Local radio on the Galen Drake 
mews show over WJZ every week- 
lay also will be employed. 
McCann-Erickson is the agency. 


ACOUSTI-CELOTEX TEST 
SES 6-MARKET APPEAL 


Cutcaco—Multiple market ap- 
eal copy is not new, of course, 
but Celotex Corporation here be- 
leves that its present series boost- 
ig Acousti-Celotex marks the 
rst use of the idea by a maker 
ff sound absorbing material. 

The campaign, which began in 
une and is scheduled to run 
through October, is designed to 
st the effectiveness of an ap- 
peal to a variety of markets in a 
Single advertisement. The full- 
Page copy has been appearing 
honthly in Business Week, News- 
deek and. Time. 

A typical ad, carrying a head- 
e asking: “What common ob- 
cle confronts these six people?”’, 

ents the problem of noise as it 
fects an office manager, school 
facher, hospital administrator, 
Peaker, store proprietor and fac- 
ty superintendent, and offers 
‘cousti-Celotex as an answer. 

A variation of the six-market 
ea will appear as a spread in the 
Cl. 22 Time. Only four prospec- 
ve markets will be featured. 
Objective of the drive is to dis- 
‘ver whether the combined ap- 


proach in consumer copy is more 
effective than appeals to individ- 
ual groups. Augmenting the series 
in the horizontal publications, is 
another group of ads in business 
papers in the school, hospital, 
church, building, factory and civic 
fields. Copy in this campaign, 
running concurrently, features the 
noise problems of only one of the 
occupational groups. 

While no results have as yet 
been announced, Celotex Corpo- 
ration is measuring the effective- 
ness of the material through the 
number of requests for a booklet 
offered in the ad, inquiries to dis- 
tributors, and letters direct to the 
company. 

Henri, Hurst & McDonald pre- 
pared the campaign. 


TESTS ‘EYEASE’ LAMP 
Warren, Pa.—Solar Electric 
Corporation here has begun a 
series of newspaper advertise- 
ments in New England cities to 


| test copy for its Eyease lamps. A 

national campaign will follow. 
Baldwin, Bowers & Strachan, 

Buffalo, handles the account. 


TESTS PORE CREAM 

St. Louis—Beatrice Mabie, Inc., 
will shortly launch a campaign in 
newspapers to test a new pore 
cream it has developed. 

Krupnick & Associates here will 
handle the St. Louis Company’s 
advertising. 


LEAF SPOTS TESTED 

Cuicaco — The $750,000 spot 
radio campaign for Leaf Gum 
Company, which starts this week, 
will use musical quarter, half and 
full-minute commercials rated 
highest in pretests made by the 
electropsycholograph. 

Paul R. Trent, director of sales 
and advertising for Leaf, has re- 
vealed that the company’s maga- 
zine copy will be tested similarly, 
by Gilliland, Ranseen, Wesley & 
Regen, psychological testing lab- 
oratory here (AA, July 28). 


Walter Wesley of the labora- 


|tory said last week that the spots, 


prepared by Bozell & Jacobs here, 
scored as a group among the 
highest his organization has tested. 
The electropsycholograph shows 
emotional arousal of persons to 
spots or written copy. 


Rummel Heads PR Group 


Richard Rummel, publicity 
manager of United Air Lines, has 
been elected chairman of the pub- 
lic relations advisory committee 
of the Air Transport Association, 
Washington, succeeding J. Ray- 
mond Bell, who has resigned from 
Capitol Airlines. 


Elected Doremus V.P. 


Mason L. Ham, who has been 
head of Doremus & Co.’s general 
advertising division in Boston 
since 1945, has been elected a 
vice-president. From 1935 to 1942 
he had his own agency in Boston. 


Joins ‘Good House’ 
Frederick B. Whitehead, of 

Fuller & Smith & Ross, will join 

Good Housekeeping on Sept. 15 as 


_advertising editor. 


77 
De Castro Rejoins R&R 


Ralph de Castro has rejoined the 
creative staff of Ruthrauff. & 
Ryan, New York. He was with 
the agency from 1942 to 1945. 


Now Lynn Baker, Inc. 


The firm name of Baker & Hos- 
king, New York agency, has been 
changed to Lynn Baker, Inc. The 
staff remains the same. 


NOTICE 


QUICK FROZEN FOODS 
now reaches | 1,000 pack- 
ers, distributors and locker 
operators each month. 
flew in the field.) 


It carries by far the most 
advertising lineage, and 
is the only ABC member 
serving the entire indus- 
try. 

82 Wall Street, N.Y., N.Y. 


pee 
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As local as the newsboy on the corner 


Locally Edited Gravure Magazines 


Br and raised in the city, this 
happy huckster is known by more 
folks downtown than any of the hand- 
shaking politicians who hang around 
city hall. His principal job is making 
friends—yet he finds time to sell a 
hefty stack of papers every day. 


And if you buy advertising space, it 
might pay you to spend a few, minutes 
making friends with the newsboy on 
your corner. Ask him which headlines 
sell the most papers . . . what sort of 
news interests folks the most. 


Chances are his answer will tell you 
what you already know: people are 
just naturally interested most in per- 
sons and events that are closest to 
them. 


And that’s just what the people in 
seven metropolitan markets find in 
their own ally Edited Gravure 
Magazine, i. e. pictures and text about 
local places, local ages and local 
happenings. It makes reading their 
own Locally Edited Gravure Magazine 
a pleasant Sunday habit for over 
1,400,000 families. And it will make 
advertising in the Locally Edited Gra- 
vure Magazines a profitable habit for 
you, the advertiser. 


WANT MORE FACTS? Just write the 
Locally Edited Group, Louisville 2, 
Kentucky, or contact any of the fol- 
lowing eae ranham Co., 
Jann & Kelley, John Budd Co., 
O’Mara & Ormsbee, Sawyer-Ferguson- 
Walker Co. 


FEATURING THE LOCAL TOUCH FOR HIGHEST READER INTEREST 
FOR GREATER ADVERTISING VALUE 


Columbus Dispatch 
Houston Chronicle 
The Nashville Tennessean 


Louisville Courier-Journal 
Atlanta Journal 
San Antonio Express 


New Orleans Times-Picayune-States 


Pe a 3 
en by 
- | i; 
| | a ee 4 
a q 
SEE j | a 
|i 
7 ae | | 
} st 
q 
po i 
i Do | i - 
Wacke} i 
d pro: | { 
Ss, both i ‘& 
Powe | - o 
ee ee ] 
| ee 
pe gs 
| 
| SST SENT are Teno ee 
— a 
K ) e \t | 
¥ rt " ~ vd : 
| - one : * 4 a ~ 4 ‘ ‘ Ze ? LL | : ate r 
= | SA p4 = 
in just vi ai UY, oe “ie: 
US. : 4 ls se ng, ¢ 2 - me 4 
‘=| | ) 1X Gare Hii — 
ae e , bs y hes rm ; : — i a? i 
es ol 
Cc | | omae | | ‘“ 
ie. “ | a 
<. oe 
ae 
cs 
| / | . 
| 
ES | 
| | 1 : 
| } a 
| } = 
| 4 i an 
ad- | dill. 
fed | | 
ae | — 
aed a et 
aif- ee 
ly. | _ 
ty ; = 
| | 8 : 
| \ 7 
of | | 
ee ee ) | 
| “ae 
; . 
a | ss 
' 3 
: 4 tL. - > : . . : xn. 8 ; J \ ‘ _ _* x 7 r ; is o 7 é te 7 - . =a ; 


78 


Nicholas Sees 
1,000,000 Video 
Audience by 1948 


(Picture on Page 1) 

New Yorx—More than half of 
the 75,000 video receivers now in 
operation are in the New York 
area, according to E. A. Nicholas, 
president of Farnsworth Radio & 
Television Corporation. 


tinued, “that five persons view | 
| programs over each home receiver | 


—and this does not include the 
large audiences in public places— 
j it is obvious that the viewing 
audience will total at least a mil- 
lion persons by the end of this 
year. And all this,” he asserted, 
“is a mere start.” 

Speaking to distributors and 
dealers last week on the occasion 
of the official debut of the com- 
pany’s table model television re- 
ceivers in New York and Phila- 
delphia, the Farnsworth head said 


. ie 


“Assuming,” Mr. Nicholas con- 
pr co ? s 
e 


LUMINESCENT DELALS\ 


Ask tor CARDY-LUNDMARK CO. 
Somptes 1801 BYRON ST. — CHICAGO 


that there are now 80 regular 
sponsors of video programs. 

The present list “is an increase 
of 70% over the number in only 
| March of this year,” said Mr. Nich- 
\olas. “Eleven commercial stations 
jare on the air, and a number of 
|others are within a few months 
of going on the air.” 


must confess that my enthusiasm | 
for television has been what we 
might call premature, but tele- 
vision has turned the corner. In- 
dustry production for the month 
of September will approach 30,- 
000 receivers.” 


Sets $250,000 Budget 

United Artists has set an ad- 
vertising budget of $250,000 for 
Triangle Productions’ “Sleep My 
Love.” Weiss & Geller is the 
agency. 


. ’ 

ABC Adds ‘Paper Sales 
Paper Sales, published by 
Davidson Publishing Company, 
Chicago, has become a member of 
the Audit Bureau of Circulations. 


Leroy Joins Lefton 


“Until this year,” he said, “I 


“ 


George J. Leroy, formerly with 
Humbert & Jones, has joined Al 
Paul Lefton Company, New York. 
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Agency Softball League 


Nears End of Season 


The big game of the Chicago 
Advertising Agency Softball 
League’s 1947 season will be 
played in Grant Park Sept. 16, 
between the league leaders, Foote, 
Cone & Belding, and J. Walter 
Thompson Company. The teams, 
organized in April by Bob Pohl- 
mann of Henri, Hurst & McDon- 
ald and Bill Sefton of McCann- 
Erickson, have played weekly 
since May 12. 

Trophies will be awarded the 
league leader and runner-up fol- 
lowing the final game of the sea- 
son Sept. 23. Other agency teams 
include, in the order of present 
standings, Dancer-Fitzgerald- 
Sample; McCann-Erickson; Henri, 
Hurst & McDonald; The Buchen 
Company; Ruthrauff & Ryan; 
Needham, Louis & Brorby; Grant 
Advertising and Roche, Williams 
& Cleary. 


~ WS1X-personal salesman 
for this market area 


WSIX can be your personal salesman in the rich 
middle Tennessee Market. 
salesman—just set up a regular schedule to sell the 
radio families in this area—and get your share of 
the 356 million dollars spent in retail stores. That’s 
a market worth selling and WSIX can give you the 


effective, economical coverage you need! 


for conven- 


Write } 
ient tabulation of 
market data. 
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FIC Refuses Delay 


in Fitch Case; to 
Study Shampoo Ads 


WasHIncTon — The FTC la; 
week ordered staff members , 
look over the advertising clair 
for leading shampoos, but it rq 
fused to delay a pending case j 
volving the F. W. Fitch Compa 
until the results of the investig 
tion are in hand. 
Accompanying the commissig 
ruling was a statement by Con 
missioner Ewin I. Davis, indicg 
ing some of the administratij 
attitudes which will guide t 
operation of the newly institute 
program for industry-wide clean 
of common offenses. 

Fitch had argued that the co 
mission’s action would place if 
product at a competitive disad 
vantage. It offered samples of ad 
vertising used for Halo, Kre 
and other products and contende 
that its competitors used the ad 
vertising techniques now being 
questioned. 


To Study Shampoo Ads 


The Fitch display of competi 
tors’ shampoo ads apparently im 
pressed the commission, for th 
radio and periodical division h; 
been instructed to get up a repo 
on the shampoo advertising situa 
tion. 

Though FTC promises to ta 
“whatever steps are necessary,” 
does not indicate what these step 
may be, nor does it permit th 
Fitch case to mark time. 

The commission’s attitude td 
ward Fitch apparently rests on 
belief that the company is u 
willing to agree voluntarily on 
settlement that would result 
abandonment of many of the a 
leged advertising abuses. 

The Davis statement refers to 
formula for truthful advertisin 
which Fitch offered last spring ¢ 
an industry conference for the cog 
metic and toilet goods industry 
Asserting that the Fitch formul 
protects many of the questione 
practices, Commissioner Davi 
concludes that “the only apprd 
priate way to dispose of the prd 
ceeding” is to go ahead with tri 
on merit. 


No ‘Consolidated Hearings’ 


The Davis opinion also de 
onstrates that FTC is unprepare 
to allow “consolidated hearing 


enses. 
His explanation, which coul 
easily apply to other industries i 


and confusing” to  consolidat 
cases, “for the preparations wou 
undoubtedly have different fo 
mulas and the advertising wou 
be worded differently and wou 
have different approaches to wh 
are perhaps common objectives 
Commissioner Davis 


hair tonics and scalp preparati® 
and treatments. Of 185 formal @! 
informal actions involving shat 
the past 15 years, 50 have ! 


volved cease and desist orders @! 
70 settled by stipulation. 


Anfenger Names Two 


and director of Anfenger A‘ 


Orleans. 
named senior vice-president 


Names Lewin Agency 


firm, has named A. W. 


advertising. 


| centers will be used. 


for cases involving similar ol 


the future, said it is “impractica 


reveale 
that FTC has had over 360 cas4 
involving all types of shamp00 


poo and dandruff preparations ! 


John M. Drescher has been 4! 
pointed executive vice-presidé! 


tising Agency, St. Louis and Ne 
C. A. Brandon has bée4 


Harris, Upham & Co., brokera 
Lew 
Company, New York, to direct! 
National magazin¢ 
and newspapers in major financ!4 
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ay Welf-Regulation 
ode for Radio 
Adgilp for Action 


NAB Members to 


las 


‘lai View Draft Today 
cc at Annual Parley 


mpa 
wella WASHINGTON—T he long - dis- 
ussed code of self-regulation for 
radio will be the piece de resist- 
nce for broadcasters gathering in 
Atlantic City throughout the week 
or a shirtsleeve convention stres- 
sing the dollar sign aspects of sta- 
jon operation. 

Though the code has been in 
preparation for many months, few 
of the broadcasters know at this 
moment the issues that they will 
have to discuss at the code session 
on Thursday. 

NAB President Justin Miller 
Jaims that a code version which 
became public last week was 
substantially inaccurate,” par- 
icularly with reference to “im- 
hortant limitations on commercial 
0 "oad 
acoubdints to current informa- 
ion, a draft of the code will be- 
ome available to broadcasters to- 
day (Sept. 15), following a final 
review of committee preparations 
at a special meeting of the NAB 
executive board. It will be de- 
bated by the membership Thurs- 
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sary,” Hiay and by the incoming execu- 

se steWtive board Friday. The board will 

mit tiecide whether to take final ac- 
ion at that time. 

ude té 

sts on Answer to Critics 

_1S UH A strong answer to those who 

ily on Mexpect radio to “clean its own 

esult Mouse,” the code provides instruc- 

the aiions for the handling of crime 
pnd horror programs, children’s 

fers to@@orograms, sex, profanity, divorce, 

vertisin 


kicoholism and other “touchy” 
ype programs. In deference to 
he trust-busting activities of the 
Department of Justice, it report- 
edly contains no punitive provi- 
sions. 
One version of the code banned 
middle commercials on news pro- 
frams, and set up a _ vigorous 
chedule limiting commercial time 
n multiple sponsor programs. It 
banned liquor, matrimonial agen- 
ties, reducing agents and others as 
ponsors, and required “the high- 
st copy standards” for laxatives 
nd deodorants. The code version 
Which has been discussed here 
ermitted “hitchhikers” and “cow- 
atchers” so long as they do not 
bver-lap the station break period. 
It called for close supervision of 
ontest offers and premiums. 
The dollar sign events get under 
way today with special clinics on 
broadcast advertising, employe re- 
ations, programming and engi- 
heering. Powers models on Tues- 
ay will dramatize cost factors for 
Radio Management Tomorrow.” 
Research and BMB sessions will 
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‘Kin a Better Timovoe fix Evoybody 


NAM RECIPE—This copy is the ice- 

breaker in the long-promised NAM in- 

stitutional campaign in magazines. The 

campaign will run in ten magazines and 

five farm magazines, through Benton & 
Bowles. 


Early Birds Will 
Get Video Worm, 
Sarnoff Warns 


ATLANTIC CiTx —To maintain 
their present position in their 
local communities and to safe- 
guard their capital investment, 
sound-broadcasting stations should 
consider television as an added 
new service vitally necessary, 
David Sarnoff, president of the 
Radio Corporation of America, as- 
serted Saturday. 

Mr. Sarnoff, who also is chair- 
man of the board of the National 
Broadcasting Company, made the 
statement in a speech prepared 
for delivery before the two-day 
convention of NBC affiliates here. 
“As the television audience in- 
creases and programs improve— 
and both results are sure to be 
achieved — many listeners are 
bound to switch from sound- 
broadcasting to television pro- 
grams. This will reduce the audi- 
ence of sound-broadcasting sta- 
tions and will affect their revenue, 
which is based on circulation,” he 
said. 

He estimated that the present 
potential television audience of 
30,000,000 will grow to 40,000,000 
by the end of this year and pre- 


before it—will be available on an 
international 
years after it is established on a 
national basis of service. 


Automotive Ad 
Council to Give 
Jobber Awards 


motive equipment 


advertising.” 


dicted that television—like radio 


scale within five 


Cuicaco—The Automotive Ad- 
vertisers Council has begun plans 
to make annual awards to auto- 
wholesalers 
“for the most meritorious local 


The council, composed of mak- 
ers of automotive parts and acces- 
sories, is taking the step to en- 
courage wholesalers to do more 


Last Minute News Flashes 
Starts Promotion of Brewer's Best Beer in Dailies 


Cuicaco—Atlantic Brewing Company, franchised to market Brewer’s 
Best Premium beer in this area, will launch a campaign in Chicago 
dailies this week, to continue through the remainder of the year. Full- 
page, 1,200, 600 and 220-line space will be used weekly. Ovtdoor copy 
also is appearing, using 50% of the space normally devoted to At- 
lantic’s own brand, Tavern Pale beer, through Grant Advertising. 
Brewer’s Best is being promoted nationally by a group of smaller 
breweries, 


To Start Vanish Bowl Cleaner Campaign 

Dover, N. H.—Judson Dunaway Corporation will shortly begin a 
campaign for Vanish bowl cleaner in Ladies’ Home Journal and Good 
Housekeeping, as well as small space newspaper copy. Dealer aids 
and mats will be supplied. J. M. Mathes, Inc., New York, is the 
agency. 


Charm-Kurl to Test Radio in New Orleans 


Sr. Paut—Charm-Kurl Company, via Harry B. Cohen Advertising 
Company, New York, will start a test radio campaign Sept. 28 over 
WWL, New Orleans. Spot announcements and four programs weekly, 
including “House Party” three days, will be used. 


Bothwell Boosts |(K&E Executives 
Trautman, Black Sigh With Relief 
PirtssurcH —H. B. Trautman, as Borden Signs 


who joined the agency in 1942 as 

radio director, has been named New YorK— Kenyon & Eck- 

head of all creative functions of|hardt’s radio department is 
breathing easier. 


W. Earl Bothwell, Inc., a new 
post. After several days of running 
Mr. Trautman will divide his|neck and neck with Young & 
time between the Pittsburgh, New | Rubicam’s radio division in a con- 
York and Hollywood offices of the|test for the favor of a mutual 
agency. He was successively radio | client, the Borden Company, K&E 
director, copy chief, acting media|inched out ahead to re-sign the 
director and senior account execu-|food products company for its 
evening network show. 


tive in the New York office. 
T. Howard Black Jr. has been Booked to fill Borden’s half hour 
on Friday evening over CBS is a 


elected a vice-president and gen- 
eral manager of the New York/| musical show starring Mark War- 
now’s orchestra and chorus. The 


office. He has been with the 
agency in Pittsburgh for 11 years,| program will debut from Holly- 
wood at 9 p.m. Friday. 


as media director. Media buying 
After snaring this sizeable piece 


will still be done in Pittsburgh 

with J. P. O’Donnell in charge of| of the Borden business from Y&R 

space, and G. T. Urquhart as radio| this spring, following the cancel- 
lation of the Ginny Simms show, 


time buyer. 
William R. Dahlman has been|K&E all but lost it by turning up 
one of the prize flops of the sea- 


named chief account executive for 
Boyle-Midway, New York, and|son, “Arthur’s Place,” with Arthur 
Moore in the title role. The for- 


Nathan A. Tufts, manager of the 
mat was jacked up a couple of 


79 


Brand Name Drug 
Group Opens Fight 
Against ‘Ethicals’ 


WASHINGTON — Smouldering 
competition between the lobbies 
of the ethical and proprietary 
drug interests broke into the open 
last week with the proprietary 
group charging that druggists and 
drug supply houses are trying to 
control the distribution of drug 
products. 

The flare-up came after the 
American Pharmaceutical As- 
sociation, spokesman for the drug- 
gists and drug suppliers, com- 
plained that the Proprietary As- 
sociation was “weakening” their 
efforts to “strengthen and perfect 
laws relating to the control and 
sale of dangerous drugs.” 

A resolution at the druggists’ 
convention in Milwaukee last 
week ”condemns” such practices 
and “urges in the future that the 
Proprietary Association register 
its protests, if any, with the con- 
stituted officials of the state board 
of pharmacy or associations.” 

Dr. Frederick J. Cullen, execu- 
tive vice-president of the Proprie- 
tary Association, makers of brand- 
ed products, took off the gloves. 


‘Willing to 
“To keep the 


Cooperate’ 


record straight,” 
Dr. Cullen said, “‘the Proprietary 
Association has never interfered 
with, and has in fact assisted in, 
the passage of laws regulating 
traffic in dangerous drugs and 
narcotics. “ 

“To further keep the record 
straight, the Proprietary Associa- 
tion has always been willing to 
cooperate with the state boards 
and associations in the drafting of 
legislation pertaining to the regu- 
lation of pharmacy.” 

Dr. Cullen continued angrily: 
“If and when the state boards or 


agency’s Hollywood office, will 
handle the client’s western divi-|times and three weeks before its | 
sion account, while Frank A.|demise the show got a new | 
Kearney will handle Boyle-Mid-|“Arthur’—but still it failed to) 
way Ltd., of Canada. make the grade. 
Further announcement of When Borden confirmed every- | 
agency changes and additions will|body’s suspicion that “Arthur” | 
be made soon, according to W./ would not be renewed for the fall | 
Earl Bothwell, agency president.|season, both K&E and Y&R set to | 
ciaalendiaiitiiamadate: work to produce a musical show | 
. which would please the company’s | 
Station WBBM Repeats advertising chiefs. The former 
Studio Theater Series 


Station WBBM, Chicago, for the 
second year will begin the 36- 
week “WBBM-FM Studio The- 
ater” series on Friday Oct. 10. 

“The WBBM-FM Studio The- 
ater,” presented by the WBBM 
department of education in coop- 
eration with the Northwestern 
University Radio Guild and the 
Radio Council of the Chicago 
Board of Education, is open to 
high school and college students 
and teachers interested in. various 
phases of radio writing, acting 
and production. 


while the latter built a musical 
around Ted Dale. 

K&E and Warnow got the nod, 
company’ officials said, because 
“the over-all musical effect was 
closer to what we were looking 
for.” 


Plan Television Study 


RCA Victor and 20th Century- 
Fox have plans for experimenta- 
tion with large-screen television. 
This cooperative project, which 
will be centered in the film com- 
pany’s Movietone Newsreel 
studios in mid-Manhattan, follows 


BMB Reports Finances 


shampoo - : close on the heels of an identical 
paratiomme: held Wednesday, and an All- and better promotion, SO as to The Broadcast Measurement Bu-|¢ontract between RCA and Warner 
ona aagmemerica Radio Team” including | meet increasing competition from reau. New York. still is solvent-.| Brothers Pictures. This research 
=yge Leonard Reinsch, general man-j|automobile manufacturers. The haa.” ; is being conducted on the West 
ng shai , ‘ k , fad with assets of $100,000 as of June Coast at W epee | 
rations 1 ager of the Cox stations, will take council hopes to induce more|39__ its financial committee has |C°ast a arner’s studios. 
have i? the “Sales Foundation of the| jobbers to appoint agencies and} reported. BMB’s total receipts ---—---— - 
tl american System of Broadcast-| start local campaigns. from Jan. 1, 1945, to June 30, 1947, Gallup to Speak 
_ Ing” Wednesday. Officials of the Motor & Equip-| were $1,413,000 against expendi- ‘She Chisas dinies of the 
iation | tures of $1,335,000. Included on _eo ae eo wae 
eaeteltiglanicncitome ment Wholesalers Association ) , A Mark 
: both sid f the ledger were a|*merican Marketing Association’s 
Contr; P have announced a new advertis- $75 ait tien Sheen 9 AB and a $15,-| first monthly dinner meeting of 
[wo ontributes Posters ing service to members. The serv- | S08 loon trom G16 Four A’s both the 1947-48 season will be held in 
been Outdoor Advertising Association |jce will include monthly “Idea ad ania taeee Woot repaid. the Chicago Bar Association din- 
-presidem™e: America will contribute 3,350 | Folders” containing suggested copy ; ‘ing room, 29 S. LaSalle St., 
py Aavel F4-sheet posters in 300 cities to on jobber services and products cia ag a: | Wednesday evening, Sept. 24. Dr. 
and Negghromote the arrival of the “Free-' 14 other material. ‘Heads Gerber Sales cseorge Gallup will speak on 
has be@™®om Train,” which began its na- -_ i deh oe ian! Public Opinion Around the 
dent lonwide tour in Washington last —— | Joe H. Bagley has been named | worjq.” 
; week ‘ - general sales manager of Gerber 
: Joins Nutri-Cola Products Company, sda Sg dF ffri A M 
ncy M WEEK) _ Vincent _S. Shallow has been|Mich., effective Oct. 1. Mr. Bag-|JeMries agency Nioves 
brokeraé ueller Named by ‘named advertising manager of|ley has previously been assistant} W. C. Jeffries Company, Los 
W. Lewil Fred C. Mueller, formerly sales | Nutri-Cola International Corpora-|to the sales manager of the west- | Angeles agency, combining its Al- 
. direct Manager of Station KLZ, Denver,|tion, New York. He formerly | ern division in Los Angeles, and|varado St. and Chamber of Com- 
magazin@™tas been appointed manager of|worked as an advertising execu-|at one time handled Gerber’s| merce building offices, has moved 
r financi@tation WEEK, NBC affiliate,|tive with several distilling com- | Coast sales with his own broker-|to its own building at 1720 W. 
Peoria, IIL panies. |age company. | 9th St. 


| “There can be no _ retrogres- 


associations honestly desire to 
bring up to date the laws regulat- 
ing the practice of pharmacy, the 
cooperation and assistance of the 
Proprietary Association will be 
forthcoming. 


Will Oppose Restrictions 


“However, if such proposals 
cover the field of merchandising, 


| and attempts are made to restrict 


| the 


placed Warnow in a featured role, | 


sale of proprietary products 
which meet the requirements of 


| the Food and Drug Act, there 


must of necessity be a parting of 
the ways. 


sion in the proprietary articles in- 
dustry, only progression with the 
|art and science of medicine.” 

| Dr. Cullen’s organization claims 
the right to sell through any avail- 
able distribution channel any 
product judged “safe for self med- 
iciation” under the standards of 
the Food and Drug Administra- 
tion. 

For many months it has felt 
that its “ethical’’ competitors are 
attempting to tighten up state 
|pharmacy regulations to prevent 
|supermarkets and other types of 
| stores from handling many of the 
common brand name drugs. 

The Proprietary Association’s 
| success in fighting this movement 
|presumably brought the unusual 
| resolution from the ethical groups. 

The proprietary group has be- 
come increasingly active in recent 


;months, with expanded research 
programs, and renewed efforts to 
(improve working relationships 
with federal regulatory agencies. 


Hathaway Joins Geyer 
Clemens F. Hathaway, formerly 


account executive and director of 
the consumer panel of J. Walter 
Thompson Company, has joined 
Geyer, Newell & Ganger, New 
York, as account executive. 


4 : 
So — s F : 
What do you need a a} | | -* 
to go into business (Pay Sb A { es 
—and stay in? omg | | — 3 
iY A ; M | Sais ; 
LF } Be : 
is i » | if oer i 
a : : a 
ae) es tee 
i . rar = vee 
bs — Rec ee 
= reomirsices tiamacastce themcseo | — 
SE vessesas sikutitn eet ute i ia 
sapegem s e Foe pena oe oh sine marge iy 
aie A | 
. lr ‘qi 
terran Lemectere toes: | . 
Secon “aeeienacn seveetiacas | i 
Setctthentnl lator ; abet ate: eatend pop telah Marty pang i 
ee eee — 
a | _ 
—_—. 
| HI 
i 
ii : 
{i 
— 
\| 7 
| See 
_ 
h 7 
ee 2 | ‘ 
| 
a | | 
: 
| - 
| ee 
i 
} 
: ‘ 
a | 


| 


RR Brothel MS By occk 


% 


x W iICHI 


;PUBI 


| WEEK 


* 
+ 
we) 
dl 


E. O 
DEL 


ol. 18, N 


ROU 


Bill Ber 
by being 1 
rossword 
dvertisins 
ized by d 
cript writ 


An adv 
ng for a ¢ 
s fishing 
Will the 
obby or 


Judson 
fome Ap 
rith a ph 
ental, in 
by gratefu 
ors. He 
blayer ha 


While n 
ng troub 
Yonnectic 
nission r 
Mf tourist 
evenue oO 


Parker 
besos for 
ust abot 
lapped a 
ports of T 


Disease is off the menu 
..ebecause women acted 


WOMEN GOT MAD—when they learned about widespread and filthy restaurant 
conditions through the COMPANION aarticle, “‘Disease a la Carte.’’ These 
shocked readers got results, too—In Elkhart, Indiana: Drastic New Health 
Program Pushed Through—In Pontiac, Michigan: Increased Budget to Pay 
for Director of Sanitary Inspection—and fast action by scores of other city, 
county and state health departments. 
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But the foremost Public Service ‘Program of all is only one of the reasons that pee! 
the younger, alert, more influential women preier the COMPANION. For lishes to 
a magazine is really going places when it can excite women like this! bink alk 
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« c a © mint 
WOMEN WERE EAGER ~— to the tune of ten thousand STRONG IN EDITORIAL LINAGE—The ist half of 1997 A ONE-MAGAZINE TREASURE CHEST—fo: * _ Bo 
requests for COMPANION house plans at two to fivedollars put the COMPANION first, of all women’s service magazines, COMPANION is read by women who live in America’s w° i = 
apiece. This was their response to a timely offer of step- in total Good Looks linage, Health linage, Amusements linage, iest market areas. In the 24 states that lead the country 4 
by-step construction details for a moderate-priced home. second in Children, Home Furnishings— with the greatest income (89.45% of total) ...in retail sales (83.19% "E es beg 
And more and more provocative articles will keep the overall percentage gain in editorial linage in the women’s COMPANION has a greater percentage of its circula "Os if th, 
COMPANION a leader in the homemaking field— field. But here’s an even bigger bonus the COMPANION offers— than any other women’s service magazine. ill get 
ithout | 
WOMAN’S HOME COMPANION nova 


a. 


Average Monthly Circulation More Than 3,700,000 
THE MAGAZ NE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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